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UNTER engineers, through traveling 

contacts and actual experience, con- 
tinue to find new locations for the use of 
ZEPHAIR Cooling Units and the many 
other famous models of HUNTER Fans. 


Hotels, apartment houses, stores, homes 
and clubs may now have the benefit of 
HUNTER engineering research and recom- 
mendations without cost or obligation. 


Please write for special information cov- 
ering winter prices and surveys now ready 
for next season. 


HUNTER FAN & 
VENTILATING CO, INC. 


Factory: FULTON, N. Y. 
General Sales Offices: Memphis, Sterick Bldg. 
Eastern Sales Office: New York, 92 Warren Street 
Sales Offices: 
ATLANTA DALLAS KANSAS CITY 


BOSTON DAVENPORT LOS ANGELES 
CHICAGO DETROIT NEW ORLEANS 


¢ 

) CLEVELAND HOUSTON PHILADELPHIA 
PITTSBURGH 
sT. LOUIS 


ESIDENCE 
DOLF MAYER 


LYLE - CRENSHAW INC. 
APPLIANCE AND HUNTER DEALERS 
MEMPHIS TENN. 


BATTLE HOUSE 
MOBILE ALA. 





Buckeye Conduit is made of 


Steel, Lacquer and Loyalty 


The most important element in conduit that will help 
you on the job is the men who make it. 


Buckeye Conduit is made in the largest and most 
modern conduit mill in the country. We're proud of 
that but we’re a lot more proud of the men in those 
mills. Conduit making is still an art, and while these 
men of ours are as big and tough as they come, they’ re 
artists at their jobs. You'd know in a minute what 
we mean if you could see how skillfully the welder 
proceeds with his work only when the steel is heated 
within the narrow limits that mean perfect welding 
temperatures, and the pride he takes in every length 
he forms; if you could see the painstaking care of the 
men in the cleaning, baking and finishing divisions; 
and finally the sharp eyes of the inspectors who 
ruthlessly throw out any length that is not as perfect 
as it can be made. 


These men -- many of them here for 20 to 30 years-- 
are as proud of their product as any painter could 
be of his work. You couldn't hire them to turn out 
a length of Buckeye that wasn’t a tribute to their 

loyalty and skill. It is men like these at Youngstown 
that make us in the sales department proud to offer 
you the fine conduit they produce. 










THE 


YOUNGSTOWN 


SHEET AND TUBE COMPANY 


Manufacturers of Carbon and Alloy Steels 


General Offices - YOUNGSTOWN, OHIO 
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Hazard Watertite rubber insulation Hazard Watertite is exceptionally strong 
is extremely moisture resisting and re- and tough having a tensile strength of 
tains its electrical characteristics to a very about 2500 lbs. per sq. inch. 


high degree even after prolonged immer- 


. Hazard Watertite conforms to the re- 
sion: (tests on samples kept under water 


| for 5 years actually show no loss of insu- quivemente of Type BW Wires in the 


: - 1940 National Electrical Code for wiring 
lation qualities whatsoever ). 
in wet locations (Section 3035). Its use 
Developed originally to meet the severe permits lighter and less costly cable as- 
conditions encountered in coal mines, semblies and simplifies installation. 


Write for full particulars. 


DIVISION OF THE OKONITE CO. 
WORKS: WILKES-BARRE, PENNSYLVANIA 








New York Chicago Philadelphia Atianta Pittsburgh Buffalo Boston Detroit Seattle 
Dallas Washington Cleveland San Francisco St. Lovis Los Angeles 
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THE EARTH 
IS ITS CONDUIT ff 


AMERSEAL PARKWAY CABLE 


gives lasting service buried directly in earth 


O ducts. No conduit. No exter- 

nal protection of any kind. 
That’s the reason why contractors 
and engineers prefer to use Amerseal 
non-metallic Parkway Cables. They 
can be laid directly in an ordinary 
plowed furrow or hand-cut trench. 
They save time . . . save materials 

. . Save Money. 

The conductors are tightly sealed 
in a moisture-proof jacket of tough, 
lively rubber, and further protected 
by a covering of asphalted jute. 
Neither moisture nor earth acids and 
alkalis can penetrate. In hundreds of 


Cleveland, Chicago 


installations, Amerseal has proved its 
ability to give years of trouble-free 
service at rock-bottom cost. 
Amerseal is versatile. You can 
bury it directly in the ground, run it 
up a pole, attach it to a structure, or 
string it on a messenger. In every 
application you'll find it effective. 
For circuits which require more 
positive protection against physical 
damage, use our metallic types of 
Parkway Cable, sheathed in lead and 
armored with steel or bronze. Send 
today for our complete catalog of 


Parkway Cables. 


and New York 



































BUILDING WIRES 


AMERICAN STEEL & WIRE COMPANY 


| ; 
Columbia Steel Company, San Francisco, Pacific Coast Distributors Oz, United States Steel Export Company, New York 


UNITED STATES STEEL 
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in the Defense Program? 


If the plant is to run smoothly and without interruption, power and light 
distribution must be as perfect as it is humanly possible to make it. The 
electrical system is vital to continuous operation. Check it in detail—so 
that emergency may not find it with fatal weaknesses. 













Efficient and dependable busducts—switchboards—panelboards—safety 
switches—and other electrical equipment for power and light distribution 
should be installed. These should be of ample capacity and of thoroughly 
reliable make! 










Nearly fifty years of conscientious development and production place 
Products in a strong position to meet these important requirements. They 
combine moderate first cost with low up-keep—and they are made better 
than necessary. . . . In new and modernized plants, these Products will 
serve faithfully and well: 
















Power and Light Distribution Panelboards (Standard and Column | 

Types) . . . Klampswitchfuz Narrow Distribution Panelboards (for 

floor and wall mounting) . . . Feeder Busducts . . . Plugin Busducts 
. Shutlbrak Safety Switches . . . and many others. 















Will the Column Type Panelboard fill your 
requirements better than the Standard Type? 


The @@ Industrial Column Type Panelboard, with suitable cabinet, is designed 
to be mounted between the flanges of 8”, 9” or 10” H Columns. It may also 
be used to advantage in any other location where the available space will 
not accommodate a standard width Panelboard. 












These Panelboards are furnished for either single-phase, 3-wire, 115/230 
volt solid neutral service, or for 3-phase, 4-wire, 120/208 volt solid neutral 
service—and are obtainable with 4 to 40 single-pole branch circuits. 



















Let Our Sales-Engineers Help You 
Their long experience is at your service—without obligation, | 
of course .. . And write for New Catalog No. 56 and Bulletin | 
No. 60 . . . Frank Adam Electric Company, St. Louis, Mo. 
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By any name, it is the place 


aS 


where lead sheath is delib- 4 


erately destroyed so that ¥ 
weaknesses can be noted "Same 


and corrected ..so that your 
ANACONDA CABLE will have 


longi Lf 


| ens an even better name might 
be ‘““The Life Extension Institute” for 
here Anaconda Wire and Cable achieve 
longer life and durability. Here, purposely 
subjected to irresistible pressures, metals 
fail. From studying these failures, Anaconda 
research men learn to make wire and 
cable that last longer. 

Research, painstaking and precise, is 
the basis of Anaconda’s manufacturing 
control...a control that makes it possible 
for Anaconda to produce constantly bet- 


ter and more serviceable products to meet 


fi 


ANACON DA 


~~ 


the needs and demands of 


American industry. ines 








2 Tse mover IMPROVED 


This technician is putting lead sheath lengths on their deat) 
bed. They will be subjected to pressures that will ultimately break dou 


their structure to a point of failure. 


ey cas 


Destroyed. These are samples of lead sheath after the test. Wh. 
caused them to fail and how the deficiency, if any, can be corrected 
the next step in building longer life into Anaconda cables. 


fork City 20 North Wacker Drive 
Sales Offices in Principal Cities 








1S, 


ay 


~ a ewe 6S 


= 








SEPTEMBER, 
1940 


Volume 20 No. 9 








J. C. MARTIN, Manager 
RICHARD P. SMITH, Promotion Manager 
W. E. COOGLER, Production Manager 


Editorial and Business Offices 
GRANT BUILDING 
ATLANTA, GEORGIA 


MEMBER OF A. B. P. 
MEMBER OF A. B. C. 


ANNUAL SUBSCRIPTION—$1.00 
THREE YEARS—$2.00 
CANADA—$1.50 ; ForEIGN—$2.00 


Business Representatives: 
L. E. ALLEN, 189 West Madison St., 
Chicago, Ill. 
L. R. McCarty, 325 Winding Way, 
Merion, Pa. 
W. S. CusHIon, 506 The Arcade, Cleveland, 


Ohio. 
W. A. McGee, P. O. Box 562, Charlotte, 
N. C. 


Published Monthly by 


W. R. C. SMITH 
PUBLISHING CO. 


Marietta and Atlanta, Ga. 


W. R. C. Situ, Chairman of Board, 

W. J. Rooke, President, 

[. W. McALuister, Vice-President 
and Editorial Director, 

E. W. O'BRIEN, Vice-President, 

W. S. CusHION, Vice-President, 

R. W. Pup, Vice-President, 

O. A. SHARPLESS, Treasurer, 

J. ©. Martin, Secretary, 

E. L. Puiwpot, Asst. Secretary and 
Treasurer 


Publishers Also of 
Corton 


SoUTHERN HARDWARE 
SOUTHERN AUTOMOTIVE JOURNAL 
SOUTHERN POWER AND INDUSTRY 


Entered as second class matter at Marietta, Ga., U. S. A., under Act of March 8, 1879. 





T. W. McALLISTER, Editorial Director 


NAT M. JOHNSON, Southwestern Editor 


Contents 


Electrical Business Trends 

Advertise Your Personality 

National Washer and lroner Week 
The Football Conference Sales Contest 


Three-Year School Lighting Experiment 

Designing Protective Lighting for Industrial Plants 
Inspectors Converge on Houston for Annual Meeting 
N. E. C. A. Convention Plans Complete 


Lower Overhead and Higher Sales 


Understanding and Using the National Electrical Code 


Distribution System Economics—Part | 


Departments 
Code Discussion 
Motor Rewinding and Repair 
News of the Industry 


Manufacturers’ News 


LECCIRICAL SOUTH 


CARL W. EVANS, Editor 


22 


24 


33 


4] 


Copyrighted 1940, W. R. C. Smith Publishing Co., Atlanta, Ga. 











ELECTRICAL SOUTH for SEPTEMBER, 1940 























Henry Bulbsnatchers last stand | 


Observe the final desperate plight of the chronic bulb-snatcher! May we suggest that you do the same thing yourself before 
He has robbed one socket to fill another until he is down tothe _ become a slave to the sly habit of bulbsnatching? Check up now. 
Do the bulbs in each of your reading lamps total at least 100 


you 


last bulb in the house. If anything happens to that we can fore- 
see only the breakup of a once happy home. The one hope is watts, well-shaded? (Some need more.) Are they made by G-E? 
that with no more bulbs to snatch, Henry will begin life anew by — The right bulb can make all the difference between comfort and 


treating himself to a flock of new G-E Mazpa lamps. eye-strain! Get the right size—and insist on the G-E monogram! 








THIS COPY GOT A TREMENDOUS READING in a full page G-E ad in 
the Saturday Evening Post. It typifies General Electric’s exclusive “bulb- 
snatching” story which is being plugged constantly in magazines and 
radio. Surveys show this “theme” has got all America talking about the 


need for keeping more right-sized bulbs on hand. If you don’t believe 


it, ask your own family! 


G-E MAZDA LAMPS 
GENERAL @ ELECTRIC 
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14% over May; 





trans- 


distribution 
pment achieved new highs for 
1940 in June, the latest month for 
h industry statistics are avail- 
Motors and generators were 
transmission 
distribution equipment, 43.7%. 
nit sales for electric refrigera- 


eased off from their May posi- 
but still reached a record high 


the month of June. 


ices other than 


Major ap- 
refrigerators 


ined to a new low for the year, 


crease of 18.3% 
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ibstantial gains in all branches 
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ing the first six months of 1940 in 
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(sales 


and refrigerators 


states 


sales were especially good 
For 


the 
58,911 


South, a 
same period 











ELECTRIC 


POWER PRODUC 


TION 


Week Week 

Per Cent Changes Ending Ending 
1940 Over 1939 Aug. 17 Aug.10 
New England + 3 + 3.7 
Middle Atlantic + 5.6 + 6.4 
Central Industrial +16.4 +15.9 
West Central + 8.5 +11.1 
Southern States + 8,1 +11.2 
Rocky Mountain +18.2 419.4 
Pacific Coast + 5.0 + 5.3 
Total 10.1 11.0 


of 1939. The increase for the coun- 
try as a whole was 34‘ Re- 
frigerator sales in the southern 
states during the first half of 1940 
amounted to 415,726, a gain of 34% 
over 1939. The national increase 
amounted to 32% Washer sales 
continued to show improvement in 
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Eleetrical Business Trends 


July 
sales totaled 20,500 units, as com- 
pared to 17,750 in June 1940. 


the southern states. 1940 


Building Permits Increased 


Building permits in the South 
during the month of July were 
especially favorable in comparison 
with the country as a whole. In 
the new residential building classi- 
fication, the East South Central 
states had permits 229.6% greater 
than in June 1940; South Atlantic 
states, 50.56% increase; and West 
South Central states, 24.3% in- 
crease; although the increase for 
the nation as a whole was 24.9% 
In the total building classification, 
the increase for the nation during 
July in comparison with June was 
19.9% ; corresponding increases in 
the southern states were: South 
Atlantic, 45.0%; East South Cen- 
tral, 75.5%; and West South Cen- 
tral, 30.6% 

A fall modernization campaign 
sponsored by the Federal Housing 
Administration, which will promote 
wiring, new fixtures, more outlets, 
and modern safety devices, along 
with other major construction de- 
tails, is expected to aid the electri- 
cal construction industry material- 
ly during the next few months. 


























F MAM J J 
MAJOR APPLIANCES 





MOTORS AND GENERATORS 


4 


hess activity are based on figures 


A S$ ON O 





1 of the above indexes of electrical busi- 
available 


from the National Electrical Manufacturers 


Association, except the index of 


electri 


wholesalers’ sales which is based on data pub- 


lished 








by the United States Department of 
Commerce. The indexes on motors and gen- 
erators and distrfbution equipment are based 
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JJA 
INDUSTRIAL MATERIALS 


on orders received, while the index on indus- 
trial materials, including such items as elec- 
trical porcelain, 
laminated products, 
The index on distribution equipment includes 
such items as high voltage insulators, 
cable, power switching equipment, power dis- 
tribution transformers, and varnished cambric 


mica, vulcanized fiber and 
is based on sales billed. 


paper 
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ELECTRICAL WHOLESALERS SALES 
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MAWM™MJdI JAS ON O 
DISTRIBUTICN EQUIPMENT 

cable. The index on major appliances does 
not include refrigeration. The index on house- 
hold refrigerators includes complete household 
refrigerators, separate household evaporators, 
and separate systems of 1/4 horsepower or 
less. The index on electric power production 
is based on data released by Edison Electric 
Institute. 1986 averages taken as 100% 
























Advertise Your Personality 





Should the appliance dealer use manufacturers’ adver- 


tising? 


SK almost any dealer in elec- 
trical merchandise whether he 
advertises, and his probable answer 
will be, “Oh, sure, if the manufac- 
turer will pay enough of the cost.” 
Now, it is undoubtedly smart 
business to use all of the free adver- 
tising help a manufacturer or dis- 
tributor of electrical appliances will 
provide but is it wise to conclude 
that that’s all the advertising an 
electrical dealer need do if he ex- 
pects to stay in business over a 
period of years? 

The reason for the emphatic 
“NO!” in answer to this question 
may be suggested by honest an- 
swers to the following questions 
which the thoughtful dealer will 
want to ask himself. 

Does the manufacturers’ adver- 
tising help develop a_ personality 
for my store? 

Do I expect people to buy elec- 
trical appliances from me solely 
because I am handling the Super- 
Super (or some other) brand; or 
do I expect them to buy because I 
am a good salesman or have good, 
honest, able salesmen working for 
me, or because they have confidence 
in me as a solid merchant in the 
community? 

If there is another Super-Super 
dealer in town, will the manufac- 
turer’s advertising induce the pros- 
pect to come to my store instead of 
my competitor’s? 

Am I certain that I will always 
want to handle the Super-Super 
brand? 

Can I be sure that I will always 
be acceptable as a dealer to the 
Super-Super people or their dis- 
tributor? 

After several years of plugging 
Super-Super, with the name of my 
store and its location merely ap- 
pended to the advertising paid for 
by Super-Super, devoted entirely to 
praise of Super-Super or its prod- 
ucts, where will I be should cir- 
cumstances make it seem desirable 
to switch to Hi-Quality (or some 
other brand) appliances? 

Wouldn’t I be just where I start- 
ed when I took on Super-Super? 


but he should do some “‘personality advertising” too! 





By C. M. Kilian 


Advertising Manager 
Alabama Power Co. 


Suppose I should want to broaden 
my business and take on lines other 
than electrical, to fill up some of 
the valleys in “slow” seasons, would 
Super-Super Mfg. Co. advertising 
help me? 

From a careful consideration of 
the answers to these questions, it 
is difficult to escape these conclu- 
sions: 

1. By all means use all of the 
free advertising any manufacturer 
offers. 

2. Manufacturers’ advertising 
emphasizes brand name and prod- 
uct—does not personalize or popu- 
larize my store. 

3. As a kind of insurance against 
the day when I might conclude to 
change lines, or expand my busi- 
ness, I should do some advertising 
beyond merely appending my name 
to manufacturers’ mats and should 
popularize my store in my name, or 
in my firm’s name. In other words, 
I should establish a personality for 
my business. 


Publicizing a Store’s Personality 


It might seem superfluous to 
state that before publicizing a 
store’s personality, it must be de- 
termined that a personality suit- 
able for publicization exists. That 
is not always the case. If a store 
has a negative personality, then by 





Certainly, advises this promotion authority, 


’ 


all means, the best thing to d 
would be to keep as quiet as 
graveyard about it—the less adve) 
tising done, the better, so fewe 
customers would be enticed to com 
in and be displeased. 

What makes up an advertisab! 
personality of a store or business’ 

Here is a list, presented withou 
any claim to completeness, whic] 
you might use as a check chart t 
determine whether your store has 
an advertisable personality: 

1. Proprietor, clerks and _ sales 
men cheerful, neat and clean. 

2. No “city slicker” policies o1 
trades. 

3. No misrepresentation regard- 
ing merchandise or guarantees. 

4, No extravagant claims for per- 
formance of product. 


5. Unique location of store or 
uniqueness of store. 

6. Modernity of store and its 
neatness and cleanliness. 


7. Prompt performance of prom 
ises, 

8. Appliance re-building depart 
ment. 

9. Appliance rental service (floo: 
polishers, cleaners, spot lights). 

10. Efficient, prompt and neat 
service department. (Does the 
service man leave trash laying 
around after a service call, or does 
he clean up? Does the service man 
look like a bum or does he appear 
to be a gentleman?) 

11. Tie-in on community events 

12. Testimonials from satisfie 
customers. 

13. If store is a neighborhood o1 
small town store, offer use of the 
floor for small club meetings a‘ 
night. 

14. In the spring, permit th 
garden club to use it for a flower 
show. 

15. Telephone voice, and that ot! 
your sales people reflect the chee! 
fulness you like to hear when somé 
one calls you. 

16. Prompt in the rectificatior 
of mistakes or replacing fault: 
merchandise. 

17. Present customers think s' 
well of you that they are willing 

















to sa 


store personality 


to their friends, “Buy it 
rom, Jones; he’s a nice guy to deal 
vith, and you can rely on what he 


sells you being worth what you 


ay.” 

18. Specialize on just one item, 
r have a varied line of electrical 
nd other merchandise. 

19. First to take on new devices 
“You can always get the latest 
hing out at Jones’.’’) 

20. Take on new devices only aft- 
r they have been proven (“Jones 
ells only tried and tested prod- 
cts.”) 
2t. Good at planning or rede- 
igning kitchens. 

Any one of the above twenty-one 
items, if true 
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about your store, can be the basis 
of an advertisement designed to tell 
persons who are not yet acquainted 
with your store something about 
its personality, and to impress on 
their consciousness over a period of 
time, that Jones’ must be a pretty 
good place to deal. Then when they 
are in the market for a device you 
are selling, they will at least give 
you a chance at selling them. 

Your advertising to personalize 
your store need not be lavish or 
spectacular. It should be regular. 
That is, you should do it week in 
and week out. Better a series of 
small advertisements appearing 
regularly, than big ones appearing 
intermittently. 








9 


Here are some of the simple ways 
in which you can advertise and 
keep within your’ advertising 
budget, which probably should not 
be over 3 to 5% of your gross sales 
on specialty items, and not over 1% 
to 1% of your gross on staples: 

Newspaper space. 

Radio. 

Circulars by mail and house to 
house. 

Letters. 

Telephone calls. 

Neat display cards in your win- 
dows. 

Occasional free souvenirs—flow- 
er seed in spring and bulbs in fall, 
for example. 

(Continued on page 54) 
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BLANK ELECTRIC CO. 


AS LONG AS THEY LAST 


A Free Rose Bush to Every 
Woman Who Visits Our Electric 
Range Demonstration This Week 


What’s an electrical store doing giving 
away rose bushes—a flower that requires 
a lot of care? We have two reasons—one 
is that we'd like to see our town become 
a city of flowers. A nice flower garden 
requires time and attention. And that’s 
where we come in—when you let us install 
an electric range or water heater, you 
immediately give yourself more time to 
look after flowers, to play with the kids, 
or go to your garden club. 

VISIT OUR RANGE DEMONSTRATION 


TH'S WEEK AND GET YOUR FREE 
ROSE BUSH. 


TESTED AND PROVED 
That is the kind of electrical equipment 
Blank’s handles, and that’s why we've 
been able to stay in business for years, 
because our customers come back each time 
they want an additional appliance and 
also recommend us to their friends. We 
are not a “price” store—although we al- 
ways give you good value for your money— 
and have no “wildcat” merchandise to offer 
you. We stick to the tested and proved 
appliances—that gives you satisfaction, and 
saves us (and you) a lot of annoyance. 





Frigidaire Refrigerators—General Electric 
Ranger—ABC Washers—Westinghouse 
Water Heaters—Universal and 
Sunbeam Appliances 


P.S. Also wiring—from a single con- 
venience outlet to an office building. 


Here are suggested layouts and copy for advertisements which 
do more than advertise a product—they establish the person- 
ality of the firm and impress on the consciousness of prospec- 
tive purchasers that “your” store can best meet their household 


appliance and wiring needs. 
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ELECTRIC RANGES, WATER 
HEATERS, WASHING MACHINES 
REFRIGERATORS, WIRING- 


BLANK ELECTRIC CO. 


LET BLANK ELIMINATE THE 


“BOTTLENECK” IN 
YOUR HOME 
You read today about “bottlenecks’’ in 


industry—how they slow things up. Well, 
it’s the same way with “bottlenecks” in 
the home—caused by a lack of enough 
electrical convenience outlets in this room 
or that—usually in the kitchen or living 
room. 

We're bottleneck eliminators—can instal] 
for you one or more convenience outlets 
so that you can use your electrical appli- 
ances more conveniently, without stringing 
extension cords all over the place. Ask 
us to come to your home and make an 
estimate—no obligation. 


ELECTRIC RANGES AND 
WATER HEATERS AND 
WASHING MACHINES 


They do more to eliminate home “‘bottle- 
necks” than anything else. And you'll be 
surprised at how little they cost to operate 
—how much more time they give you to 
do the things you like to do. 

We handle Hotpoint Ranges and Water 
Heaters—Easy Washing Machines and doz- 
ens of other appliances; also LE.S. Lamps. 























NATIONAL WASHER 





This national promotion provides 
a splendid opportunity for deal- 
ers everywhere to give washer and 
ironer sales a tremendous boost. 


NCE again washer and ironer dealers will feel the 
N spotlight of public attention when thousands of 
dealers cooperate with the American Washer and Iron- 
er Manufacturers’ Association in sponsoring National 
Washer-Ironer Week. This year October 19 to 26 has 
been selected for a week of intensive promotion. A 
number of the manufacturers are preparing special 
campaigns for their dealers, much attractive and in- 
terest-compelling display and sales help material will 
be made available, and the general enthusiasm on the 
part of dealers carried over from the promotions of 
om ‘ * previous years indicates that local promotions will 
iy we aN achieve a new high in display, publicity and sales effort. 
HOME LAUNDA : Taking a tip from the success of National Washer- 
: Ironer Week’s window display contest in 1939, the 
2 F American Washer and Ironer Manufacturers’ Associa- 
bs tion again will award cash prizes in a similar competi- 
= 4 tion October 19-26, according to announcement by 

Joseph R. Bohnen, Chicago, executive secretary. 
“Tdentical prizes will be given in each of three 
divisions of stores, classified to hold competition on an 
equal basis,’’ Secretary Bohnen said. “To obtain great- 
est possible enrollment, a special cash award will be 
given to every manufacturer or distributor salesman 
instrumental in first lining up any window that proves 
to be a prize-winner. Windows will be judged on the 
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eneral basis of attractiveness and selling appeal. Use 
f the display card to be supplied dealers by the manu- 
‘acturers will not be obligatory.” 

Store classification for the window display contest 
vill include large department stores and utilities in one 
roup, appliance shops and hardware stores in another, 
ind furniture stores, small department store and others 
n another. Prizes in each classification will be $200 
for first place, $100 for second, $50 for third, and four 
$25 prizes for four fourth prizes. 

Although this annual promotion offers a splendid 
pportunity for the individual appliance dealer to 
yresent his line at a time when the public is being made 
‘washer-ironer conscious” through innumerable dis- 
plays, advertisements and radio spots, there are much 
greater possibilities where cooperative promotion is 
possible through a dealer association, through a local 
electrical league, or in cooperation with a local utility. 

As an example of what may be accomplished through 
such cooperative action, consider the successful promo- 
tion conducted in one city last year. Interest in this 
innual promotion had gained considerable impetus 
from previous years—so much so that dealers in this 
small city of slightly more than 100,000 population 
vere successful in bringing the facts about home laun- 


Nearly every manufacturer will make avail- 
able a wide range of sales helps and dis- 
play material for the use of dealers dur- 
ing National Washer-Ironer Week. Shown 
on these and the following page are typical 
examples. (1) Laundry Queen, (2) Bendix, 
(3) Hotpoint, (4) ABC, (5) Crosley, (6) 
Westinghouse, (7) Kelvinator, (8) Speed 
Queen, (Next page) General Electric and 
Yoss. 
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These small banners directing atten- 
tion to specific features of General 
Electric washers are especially pop- 
ular with dealers. Too often, dealers 
complain, manufacturers display ma- 
terial emphasizes brand name to such 
an extent that sales features are ne- 
glected. At right, an interest-compell- 
ing display card. 


dry equipment before from 75,000 
to 85,000 people in a single week. 

The head of the load building 
division of the local electric utility 
company called together represent- 
atives from the newspapers and 
radio station for the purpose of 
discussing ways and means for pro- 
moting National Washer and Ironer 
Week. The utility head sent a let- 
ter to all washer and ironer dealers 
in the city and suburbs requesting 
them to cooperate with the news- 
papers and radio station in the form 
of advertising and publicity, in or- 
der to present a united front pro- 
moting the Week to the readers and 
listeners of these media. 

The newspaper and radio station 
solicitors then called on all dealers 
to explain the proposition. The re- 
sult was double page spreads in 
both newspapers on the Sunday the 
Week began with supporting pub- 
licity and radio programs featuring 
special values for the week by in- 
dividual dealers. A mid-week page 
was also gotten out by one paper. 

One group of dealers had previ- 
ously arranged for displays in the 
windows of both local newspapers, 
which are located on well traveled 
streets in the heart of dowitown 
districts, and a display in the lobby 
of the largest and finest movie 
house in town with a weekly at- 
tendance between 40,000 and 50,000. 

A local department store gave 
'two prominent windows to a display 
of washers and ironers, and the 
utility company, in addition to a 
window display, held a sidewalk 
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display and demonstration with a 
salesman in charge. This was re- 
ported to have been very successful. 
Several direct sales and a long list 
of first rate prospects were secured 
from the sidewalk display alone. 
Nearly every dealer featured some 
kind of display or extra promotion 
during the Week. 

ABC dealers, carrying this pro- 
motion still further, took advantage 
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of the excellent Rinso cooperation 
during the Week and arranged tie- 
ups by placing actual washer models 
in over a dozen of the city’s largest 
grocery and food centers. The Rinso 
display was built around the wash- 
er. Many grocers donated valuable 
windows to this promotion and were 
eager to cooperate. 

Thus, even in outlaying sections, 
housewives who went to the grocery 
store were reminded of National 
Washer and Ironer Week by seeing 
a new, attractive washer on display 
at a place where they ordinarily 
would not expect to see such a 
product. The effectiveness of this 
cooperation was that it seemed to 
help every one concerned. It is 
estimated that between 75,000 to 
85,000 of the city’s 105,000 people 
actually saw, or were exposed to, a 
new washer or ironer during the 
Week. 

The manager of the home laundry 
department of the utility company 
says, “Unquestionably National 
Washer and Ironer Week proved 
itself worthy of the extra promo- 
tion we put behind it. While we 
made extra sales during the Week, 
we feel that the general favorable 
impression made on both the hus- 
bands and wives in our community, 
as evidenced by the excellent pros- 
pects we carded, will help our sales- 
men close many sales in the near 
future that we would probably never 
have had otherwise.” 

Likewise, the manager of the 
appliance department of a large 
department store, has this to say, 
“It is a welcome sign to see the 
industry get together in this one 
big drive to make the housewife 
more conscious of her home laundry 
methods. Had I known that staging 
a National Washer and Ironer Week 
(Continued on page 54) 
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Dealers willingly devote window space to washer displays when attractive 


backgrounds such as this one by Voss are made available. 












The Football Conferenee Contest 


An interesting contest vehicle for fall use which combines 
the spicy element of chance with individual sales effort. 


\ OST contests are primarily 

designed to do the job of in- 
terpreting the daily work of the 
sales staff into terms of some form 
of recreation. It should also be 
borne in mind, however, that, to 
keep contests from becoming rou- 
tine, there should always be an 
extra “twist” or feature to each 
contest which makes it a little dif- 
ferent from any other, so that con- 
test operation does not level out 
into a repititious simulation of this, 
that or the other game or sport. 
Some sort of sporting or glamorous 
guise is a necessity, but in addi- 
tion, some ingenuity should be add- 
ed to the operating routine which 
keeps the element of chance or new- 
ness in each contest. 

The seasonal element is also 
worth considering in scheduling 
contests. While not absolutely man- 
datory, some consideration should 
be given to the timeliness of con- 
test vehicles; for instance, a foot- 
ball contest would be slightly out 
f time if staged in the baseball 
season, and vice versa. On the 
other hand, the winter months of 
inclement weather would be a good 
psychological time to spring a 
yachting contest or a bathing beau- 
ty contest, simply to present an 
agreeable contrast to daily working 
conditions. The time element of 
each contest should be analyzed, 
and classified as to seasonal pos- 
sibilities. 

For a reasonably short, snappy 


contest to start off the fall with 
new fall lines of merchandise, the 
Football Conference is an excellent 
vehicle, and contains the elements 
of tying in on the public interest 
in major football activities, as well 
as the organization’s own opera- 
tions in the contest. 


Details of the Contest Plan 


The starting outline and operat- 
ing routine are fairly standard: 
each salesman should be allocated 
the name and identity of a major 
football team. In regions having 
a significant football conference, 
it is desirable to use the principal 
teams in that sectional conference; 
for instance, in the Southwest, no 
dealer would think of using any 
other than the teams in the South- 
west Conference, letting one sales- 
man represent the S.M.U. team, 
another Arkansas U., another 
T.C.U., and so on. If there are 
more men than teams, or vice-versa, 
additional teams from the same 
area can be admitted to the con- 
ference. In an area having no 
significant conference, the Big Ten 
conference might well be harnessed. 
Salesmen should be assigned teams 
by drawing lots, since some confer- 
ence leaders will be more desirable 
than others, and the selection 
should be left to chance. 

The contest can be operated for 
four weeks, six weeks, or for the 
duration of the football season if 
the prize budget will stand it. It 


is good psychology to have the con- 
test end with the football season on 
Thanksgiving day, and cap the 
occasion with the awarding of the 
final prizes on that occasion. This 
can be adjusted to suit the indi- 
vidual contest manager’s arrange- 
ments and budget. 

Weekly sales totals are tabulated 
as in most contests, and transmuted 
into terms of percentage of quota. 
In this instance, each 25% of each 
man’s quota represents a touch- 
down, or 6 points, so that a man 
making his full quota each week 
scores four touchdowns or 24 
points. In addition, each two per- 
cent of his quota that he achieves 
over quota gives him an additional 
point. Thus, if Jones’ quota is 
$200, and he turns in a volume of 
$250, he has achieved 125% of his 
quota, and scored 36 points in the 
football game: 24 points for his 
100% of quota and 1 point for each 
2% over 100. 

Then on the scoreboard, there 
should be two spaces opposite each 
man’s name for each week. In one 
of them goes his own score, as 
achieved by his sales. In the other, 
goes the combined total of his own 
score and that made by the team 
he represents in its actual game 
that week. Thus, if Jones repre- 
sents T. C. U., and T. C. U. scores 
12 points that week, Jones’ confer- 
ence score is his own 36 points, 
and his game score is 48, his own 

(Continued on page 52) 

































THREE-YEAR comparative 

study of traditional and mod- 
ern public school lighting in Joplin, 
Missouri, indicates emphatically 
that the cost of adequate lighting 
is justified by its results. Other 
indications derived from the study 
are that adequate lighting does af- 
fect the progress in study made by 
pupils, that it reflects upon both 
teachers and pupils by causing them 
to be more alert, more cheerful and 


By Howard H. Bell 


more interested in their work, and 


For three years a compar- 
ative study of the relative 
costs and advantages of 
adequate, modern lighting 
for school rooms has been 
in progress in Joplin, Mo. 
Ocular changes and prog- 
ress in study were watched 
carefully in two groups of 
rooms: one group equip- 
ped with the most modern 
lighting facilities and the 
other having only the tra- 
ditional type equipment. 

















Three-Year Study Justifies 


Adequate 
School Lighting 


The control group was set up ural 


room was wired separately, 
automatic indicators recording the 
amount of light used. Normal 
are important ocular light ranged from two to five foot 
a result of adequate candles; modern lighting was set 

to be turned on when outside nat- 
illumination dropped below 


with 


four years ago in four rooms in one 
school, two rooms retaining the tra- 
ditional lighting and two with 
modern lighting controlled by 
photo-electric light meters. Each 







twenty foot-candles at the second 
row of desks from the windows. 
Elaborate eye tests were made by 
Dr. C. W. Howard, Joplin opto- 
metrist, at the start, at various 


Two fifth grade rooms and 
two sixth grade rooms were 
selected for this study. All 
rooms were located on the 
north side of the school 
building and had approxi- 
mately equal natural light 
from the same number of 
windows per room. Rooms 
representing the average 
in this school were equip- 
ped with six 150-watt 
lamps in prismatic glass 
reflectors. The two rooms 
equipped for adequate 
lighting each had six in- 
direct luminaires. The 
three nearest the windows 
were equipped with 300- 
watt lamps and the three 
inner fixtures with 500- 




















times during the experiment peri- 
od, and at its close. Much more 
elaborate testing was done by 
school officials to ascertain the in- 
dividual benefit in schooling to the 
student. This included standard 
tests for achievement from Stan- 
ford University. Students were 
classified as to mental age, intelli- 
gence quotients, educational age 
and quotients and visual efficiency. 
Students with lowest visual effi- 
ciency were given seats nearer win- 
jows and relative positions were 
maintained during the entire three- 
year period. Effort was made to 
assess effects of home-lighting con- 
ditions on the students, in order to 
make the tests conclusive. 

Cost of lighting, exclusive of au- 
tomatic equipment, was increased 
around 110% in the experimental 
rooms, over that in the traditional- 
ly-lighted rooms. This figure is 
based on the amount of current, 
but not calculated at sliding-scale 
rates for quantity consumption. 

The study was begun with two 
fifth grade rooms and two sixth 
grade rooms, one each being light- 
ed modernly and checked against 
a traditionally-lighted room. On 
the basis approved for standard 
achievement tests, a gain in educa- 
tional advantage of one and one- 
fourth months, conservatively, was 
recorded in each nine-month school 
term, the benefit of adequate light- 
ing over traditional lighting in 
schools. That would amount to 
practically one full school year for 
the student from the fifth grade 
through high school. (It would of 


watt lamps. The adequate- 
ly lighted rooms were also 
equipped with photo-elec- 
tric control devices to turn 
on lights automatically 
whenever natural illumina- 
tion from windows dropped 
below 20 foot-candles at the 
second row of desks. Care- 
ful tests indicate that prog- 
ress of students in ade- 
quately lighted rooms was 
considerably greater than 
in the traditionally lighted 
rooms. Through the use 
of standard achievement 
tests it appeared that edu- 
cational advantage of stu- 
dents in well-lighted rooms 
amounted to one and one- 
fourth nronths in each nine 
month school term. 
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Here a pupil is taking a visibility meter test. Students with lowest 
visual efficiency were given seats nearer windows and these relative 
positions were maintained during the entire three-year test. 


course call for complete reschedul- 
ing of studies to achieve that gain 
as a general thing). Actual in- 
creased cost at local rates was $1.94 
per student per year and the actual 
gain per student per year was 
$8.51, figured on the average 
monthly cost of educational prog- 
ress. 

Other benefits included freedom 
from eye strain and disciplinary 
troubles and a lessening of the num- 
ber of pupils who required fitting 
with glasses. First year of the 
test showed little relative change 
in disciplinary actions taken. Sec- 


ond year showed almost complete 
change; practically no disciplinary 
actions were needed for the sixth 
grade, with improvement being reg- 
istered for the fifth grade. This 
was taken as a somewhat remark- 
able effect, for it is believed that 
“bad” students increase rapidly in 
“badness” from year to year 
through influence of both habit and 
experience. 

Distinctly noticeable was absence 
of frowns, twisting of faces and 
such, long acknowledged as signs 
of study and here somewhat dis- 

(Continued on page 51) 


















































LWAYS a profitable field for 

the electrical contractor, out- 
door floodlighting for protection of 
industrial plants and areas takes on 
new significance as a source of 
business for the contractor as in- 
dustry turns to the most important 
job it has ever had—preparation of 
national defense. 

From blankets to battleships and 
canned goods to cartridges every 
branch of industry is being recruit- 
ed to national defense. With more 
than 1600 orders placed with in- 
dustry by the National Defense 
Commission to July 1 and scores 
more being released daily, the num- 
ber of plants which can become the 
target for sabotage has already 
reached serious proportions. 

World War experience proved 
that industry's first line of defense 
against sabotage is light. When 
industry builds a fence of light 
around its property it erects a bar- 
rier through which no intruder 
dare pass. Moreover, this fence 
of light is of tremendous aid to 
guards and police as it creates a 
“no man’s land” which can be easi- 
ly patrolled and in which any 
suspicious person is instantly de- 
tected. Light deprives the intruder 
of the protection of dark corners 
and deep shadows upon which he 
relies. 


How Should Light Be Used? 


The purpose of protective light- 
ing is to deter intruders from en- 
tering the property and to make 
them readily visible if they do en- 
ter. The amount of light and the 
type of distribution required to do 
this depends upon size of the prop- 
erty, number and location of build- 
ings, the importance and vulner- 
ability to attack of the property 
and the other means of protection 
used, such as guards, fences and 
alarms. Each property must be 
studied to determine the places 
which are most vulnerable and then 
those places should be adequate- 
ly lighted. No one system of 


lighting will take care of all 
cases but one or more fundamental 
floodlighting principles can be ap- 
plied to provide adequate protective 


Designing Protective Lighting 
For Industrial Plants 


By John H. Waterbury 


Illuminating Engineer 
Benjamin Electric Mfg. Co. 


lighting to meet most conditions. 
Fencing around the property is 
an importan aid in protection, be- 
cause the more difficult the en- 
trance and the more conspicuous the 
intruder can be made if he attempts 
to enter, the more effective the 
guard can operate. Fencing should 
be lighted because guards cannot 
see in the dark and a properly light- 
ed fence not only reduces the num- 
ber of guards required but simpli- 
fies patrolling. If guards are at 
fixed stations it is often feasible 
to so locate these stations that their 
area of visibility is greatly in- 
creased. It is desirable where pos- 
sible to have guards located in 
shadow so that the intruder cannot 
know their location and so that 
they may see the intruder more 
easily. The visibility of distant 
points is materially affected by the 
amount of light in the immediate 
vicinity of the guard, for if he is 
standing in a lighted area more 
light must be provided at the dis- 
tant point to provide visibility. 


The conventional way of lighting 
a fence line is to place a narrow 
beam 1000-watt floodlighting pro- 
jector at each corner and place ad- 
ditional projectors approximately 
300 feet apart. The projectors 
should all be aimed in the direction 
in which the guard is patrolling, 
so that the light does not shine in 
his eyes. Local conditions, such 
as the type of fence, the location of 
the guard, the method of patrolling, 
the size of the yard, the location of 
the building, and the surroundings 
of the yard may make a different 
system of lighting more effective. 


Building a Fence of Light 


If buildings are close to a fence 
line it may be desirable to place the 
floodlighting projectors on the roofs 
of adjacent buildings and light the 
area up to as well as beyond the 
fence. If there is a wire fence and 
the guard is patrolling inside the 
fence, it may be desirable to use a 
wider beam projector and direct 
most of the light outside of the 
fence so that the edge of the beam 
is along the fence line. This leaves 
the guard in relative darkness and 
provides a wide space outside of 
the fence in which he can observe 





World War experience proved that industry’s first line of defense against 

sabotage is light. It not only erects a barrier through which no intruder 

dares to pass but is a tremendous aid to guards and police since it denies 
the intruder the protection of dark corners. 
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any intruder. If the fence is opaque 
it should be painted white, thus an 
intruder will stand out in bold sil- 
houette against the light back- 
ground. In other places as well it 
en is possible to lighten back- 
rounds which help the guards to 
an intruder in silhouette. 
In some cases, particularly in 
all yards, it is entirely feasible 
light the fence line by means of 
al units spaced 50 to 75 feet 
art. The units should be mount- 
high enough so that a passing 
rson cannot easily reach up and 
t the lamps with a club, putting 
section in darkness. Lamp guards 
y be used to prevent breakage 
mm missiles. It is necessary 
place units sufficiently close 
gether so that there is no large 
tion in darkness to provide a 
ice of easy access for an intruder 
ne lamp is broken or burned out. 
se spacing is also desirable to 
‘ovide the coverage necessary to 
veal intruders in fog and bad 
ather when they are most likely 
operate. 


Lighting for Vulnerable Spots 


While the boundary fence is the 
first line of defense, there are many 
vulnerable areas around a property 
which should receive careful study 
to provide satisfactory lighting. 
Some of the most vulnerable of 
these are: (1) spaces along railroad 
tracks and highways, (2) narrow 
alleys between buildings, (3) nar- 
row spaces between buildings and 
fence lines, (4) all entrances to 
yards, (5) entrances to important 
buildings, (6) areas where there is 
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This diagram of a well lighted factory area used through the courtesy 
of Benjamin Electric Mfg. Co. indicates typical applications of several 


different types of floodlights. 


refer to specific types of Benjamin floodlights. 


The designations given in the diagram 


is a 


The Alzo-Lite 


general purpose enclosed floodlight; the Duo-Service light serves the 

dual purpose of general flooding as well as providing a higher intensity 

over a smaller area; the “RD” Projector is an enclosed floodlighting 
projector; and the Ellipto-Lite is a wide-angle porcelain floodlight. 


concealment, such as shrubbery or 
outbuildings, (7) near to the fence 
line, (8) streets that dead end at 
the property line. 

If there are a number of freight 
cars parked in the yard, this is a 
location which should receive par- 
ticular attention, because it pro- 
vides a rallying point where a large 
group may be concealed and from 
which they can make sallies to do 
their destructive work. Piles of 
lumber or stacks of other material 





As industry begins work on national defense orders protective flood- 

lighting will become an increasingly important source of business for 

electrical contractors. No one plan of lighting will fit all cases but 
most conditions are covered in a few fundamental rules. 


around the yard may cause a 
shadow in which intruders can 
find shelter and wait for the op- 
portune time to strike. In spots 
like this small fires may be started 
for the purpose of distracting at- 
tention from other locations. 


Typical Lighting System 


Reproduced on the accompanying 
diagram is a typical layout of a 
medium size industria] plant com- 
prising an office building, several 
large warehouse and manufacturing 
buildings and several small build- 
ings for miscellaneous purposes. 
The plant property is enclosed on 
four sides by a fence and is located 
fronting on a main highway with a 
railroad along one side and a spur 
track into the yard. 

The primary problem in lighting 
this layout is fence lighting. Along 
the highway wide-angle porcelain 
enamel floodlights are used at or 
near the fence line pointed outwards 
at right angles to the highway and 
directed downwards to reduce pos- 
sibility of glare to passing motor- 
ists. These floodlights are also 
used along the fence paralleling the 
railroad and are similarly aimed 
and directed to minimize glare. 
Floodlight projectors are indicated 
along the other. fence lines where 
no glare problem is present. They 
should be concentrated-beam types 


(Continued on page 52) 











Inspectors Converge on Houston 
For I2th Annual Meeting 


ROAD changes in the 1940 Na- 
tional Electrical Code, espe- 
cially in connection with the many 
new types of insulation recognized 
for building wire, are expected to 
bring more than three hundred 
members of the Southern Section, 
International Association of Elec- 
trical Inspectors to their twelfth 
annual meeting in Houston, Texas, 
September 16, 17 and 18. Head- 
quarters for the meeting will be 
established in the Rice Hotel. 
Instead of the usual section by 
section, and article by article, dis- 
cussion of the Code, it is planned 
to hold symposiums on each chap- 
ter of the Code. Discussion lead- 
ers for each chapter will include 
representatives of the manufactur- 
ers, contractors, inspectors, utili- 
ties, and insurance organizations. 
The discussions will be open to the 
entire audience and it is anticipat- 
ed that general discussions from 
the floor will result in a better 


understanding of new requirements 
embraced by the 1940 edition of the 
Code. 


Business Program 


The first session Monday morn- 
ing will include addresses by the 
section president, C. S. Whitaker, 
Durham, N. C.; K. W. Adkins, In- 
ternational president, St. Louis, 
Mo.; and Victor H. Tousley, Inter- 
national secretary, Chicago, II. 

The Monday afternoon session 
will be devoted to a discussion of 
Chapter 2 of the Code. Discussion 
leaders for this chapter will in- 
clude George Welman, Harvey N. 
Pye, J. G. Fisher, A. H. Schirmer, 
and J. L. Speights. This session 
will also include a special discus- 
sion on “Supplementary Grounding 
of Equipment Frames,” conducted 
by George Welman, Martin C. 
Hughes, and Arthur L. Abbott. 

Chapter 3 of the National Elec- 
trical Code will be the subject for 


discussion at the Tuesday mornings 
session. Among those who wi 
participate in these discussions wi 
be: Howard H. Weber, Joe Schweg 
man, H. G. Knoderer, F. G. Camus 
J. Warner Pyles, H. H. Schomburg 
J. H. Eberling, E. A. Thibodeaux 
J. L. Wagoner. A special featur: 
of this session will be an addres 
by J. L. Wagoner, Westinghous 
Electric & Mfg. Company, on “Pro 
tection of Power and Lighting Cir 
cuits.” 

Both Chapter 4 and Chapter 5 
of the Code are scheduled for dis 
cussion at the Tuesday afternoor 
session. Discussion leaders on 
Chapter 4 include J. W. Whitting- 
ton, C. S. Whitaker, J. M. Flan 
igen, and L. F. Adams. Those whi 
will lead discussion on Chapter 5 
are T. S. King, Joe Whitner, G. G. 
Griffin, C. T. Jones, and A. E. Han- 
cock. 

Also scheduled for presentation 
at the Tuesday afternoon session is 
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a moving picture on electrical por- 
lain manufacture presented by E. 


Romeiser, Porcelain Products, 


1c.: and an address on “‘The Values 


Organization” by A. Penn Den- 
n, consulting engineer. 

[wo addresses will be featured 
the Wednesday morning session. 
E. Manning, Underwriters’ Lab- 
atories, Chicago, will discuss re- 


ent developments in the electrical 


ld at Underwriters’ Laboratories. 
fow Fires and Explosions Start 


mm Electrical Causes,” will be 


he subject of an address by G. M. 
‘intz, district engineer, U. S. Bu- 


au of Mines, Dallas, Texas. 


hapter 6 and Chapter 7 of the 


ile will also be discussed at this 



























ession. 





leaders 


Discussion 


on 





Bommer, 


Chapter 6 will be A. J. 

B. McMath, E. L. Kenderdine, 
nd D. L. Johnson. For Chapter 
7, discussion leaders will be A. A. 
Coffin, B. Z. Segall, O. V. Sum- 
mers and G. M. Miller. 

The meeting will be concluded 
Wednesday afternoon following a 
discussion on Chapter 8 of the Code 
led by G. T. Dunn and F. C. 
Jurgens. Reports of committees 
and election of officers for the new 
administrative year will conclude 
the business sessions of the meet- 
ing. 

Aside from the business features 
of the meeting and the attractive 
entertainment program that has 
been prepared by the local com- 
mittee, delegates to this meeting 
will find much of interest in the 
city of Houston which has grown 
from a mud-strewn village in 1836 
to the largest city in Texas, first in 
industrial development in the South, 
eighth in the nation in total build- 
(Continued on page 48) 










\ busy city is the Houston of 
today. First in industrial de- 
velopment in the South; second 
busiest port in the nation in 
deep-sea tonnage; the oil capital 
of the world; and the world’s 
leading spot cotton market; are 
some of its claims to distinction. 
The air view at the left shows its 
broad straight streets to advan- 
tage. At top right is the Sam 
Houston Colliseum which has 
one of the largest arenas in the 
South. At center, the San 
Jacinto memorial shaft marking 
the battlefield near Houston. 
Below, the ship channel and 
turning basin. 
























































N. E. C. A. Florida Convention 
Plans Near Completion 


ONVENTION committees re- 

port good progress on plans 
for the 88th Annual Convention of 
the National Electrical Contractors’ 
Association to be held at the George 
Washington Hotel in Jacksonville, 
Florida, October 21-23. 

The business program of the con- 
vention will be divided into five 
sessions, with each session desig- 
nated to cover in general one of the 
five major activities of the associa- 
tion. The Monday morning ses- 
sion will cover sales development, 
including not only the presentation 
of the program of the Sales De- 
velopment Committee, but also re- 
lated subjects such as the national 
defense construction program and 
other problems affecting marketing 
of the electrical contractors’ serv- 
ices. 

The Monday afternoon session 
will be designated as the I.B.E.W. 
Employers’ Section session under 


One of the high points of the convention entertainment 
program will be the afternoon and evening to be spent at 


the direction of the NECA Labor 
Relations Committee. 

The general subject for the 
Tuesday morning session will be 
codes and standards, covering dis- 
cussions of the problems involved 
in the new 1940 National Electrical 
Code, which will be ready for dis- 
tribution at about the time of this 
convention. Tuesday afternoon will 
be recreation day at Ponte Vedra 
Beach and Country Club. 

The two sessions on Wednesday 
will cover discussions of cost data, 
estimating and industry statistics. 
At the final business session on 
Wednesday there will be an election 
of Executive Committeemen for Di- 
visions 1, 4,7 and 10. The conven- 
tion will close on Wednesday eve- 
ning with the annual banquet and 
an entertainment which the Jack- 
sonville committee assert will be a 
worthy finale for three perfect days. 

Many delegates to the convention 


are planning to combine the con 
vention trip with a pleasant wee! 
of vacationing. This will be fa- 
cilitated by a six-day post-conven 
tion tour that has been arranged 
by the convention committee. 

The tour, which will include 
points in Florida and Cuba, will 
start on the morning after the close 
of the convention. Modern, deluxe 
air-conditioned buses will carry the 
delegates down the East Coast of 
Florida with stops at interesting 
points. The first night will be 
spent at the McAllister Hotel in 
Miami, with sightseeing in Miami 
that evening and all of the next 
day. Friday evening the party will 
board the luxurious ocean liner 
of the Peninsula and Occidental 
Steamship Company, with its wide 
promenade decks especially de- 
signed for service in the semi- 
tropics and every stateroom having 

(Continued on page 52) 


the Ponte Vedra Beach and Country Club. At left is a view 
of the surf and the Beach Club; at right, the Club patio. 





Lower Overhead and Higher Sales 


Were achieved by a pioneer Houston electrical dealer by 
moving out forty blocks from the down-town business area. 


DOWN-TOWN location, a 

close-in semi-business dis- 
trict, or a location in a residential 
section? This is a question that 
has been voiced by many electrical 
merchants and is in the minds of 
many others. It is a question that 
has been answered by D. F. Woods, 
president of the Woods Electric 
Company, Houston, Texas. 

This pioneer electric merchant 
has been in business in Houston 
since 1908. Down-town locations 
have been occupied successfully; 
but as motor cars became more 
common, the Woods Electric Com- 


The night view of Woods Electric Company, above, shows 
how effectively this place of business “stands out” in a 
residential neighborhood even though the structure blends 


pany moved to Main and Pease 
Street, or in the 1700 block on 
Main Street in this city 18 years 
ago. 

“People today shop on wheels to 
a large extent,” says this experi- 
enced electrical dealer. “We have 
only to observe Sears, Roebuck and 
other mail order chains. They 
usually have big stores located out 
where people can find parking 
space and, in fact, these firms 
provide ample parking facilities. 
We, too, have followed this trend 
and moved recently to our present 
location, some 40 city blocks from 


displays. 


harmoniously with others in the immediate vicinity. 
interior view shown directly above is typical of the Woods’ 
He sells the tables too! 


the congested down-town business 
district. We are in a residential 
section, one block over from Main 
Street. We lost some of the street 
traffic, but this loss was offset by 
a gain in parking facilities. 

“Our main business is electrical 
fixtures, lamps and small appli- 
ances. We have to go after most 
of this business. We use three 
men contacting the architects, the 
contractors, and the home owners 
of the better type. Now with park- 
ing space, we find that the archi- 
tects come to our display room 

(Continued on page 50) 


The 











HE use of fuses or circuit 

breakers for over-current pro- 
tection is dependent on their rating 
and their setting. Under some con- 
ditions both terms are synonymous. 
Thus the rating of a fuse fixes its 
ability to safely carry the current 
for which it has been designed. 
Its setting cannot be changed as it 
has a definite and fixed rating. 

A circuit breaker, also, may have 
a fixed setting and this will repre- 
sent its rating or capacity for safely 
carrying current. This is true of 
the type generally used for small 
branch circuit protection having a 
sealed thermal element designed to 
have a time delay tripping action. 
These breakers are rated for a 
maximum current which they will 
carry continuously without opening 
the circuit. Any value of current 
above this maximum will cause the 
breaker to open without a certain 
definite time depending on the 
amount of over-current. The ca- 
pacity of the breaker cannot be 
changed as its setting is fixed. 

A circuit breaker, however, may 
be so designed as to have a rating 
above which the breaker may not 
safely carry current, but may also 
have an adjustment whereby the 
breaker may be made to operate at 
some current value below this rated 
value. Many time delay, magnetic 


Understanding and Using the 
National Eleetrieal Code 


By B. Z. Segall 


New Orleans Public Service, Inc. 
New Orleans, Louisiana 


N this fifteenth article of 
his series on the Code, Mr. 
Segall discusses the require- 
ments relating to overcurrent 
protection, as covered in Ar- 


ticle 240. 


Q 


trip and instantaneous type break- 
ers have adjustable trip mech- 
anisms which set the breaker to 
operate at values other than that 
shown as the rating of the breaker. 

Fuses and time delay, thermal 
trip, fixed setting relays, used 
as over-current protection devices 
must never have a rating in excess 
of the allowable conductor carrying 
capacity as explained in the preced- 
ing article. That is, these devices 
must offer branch circuit, motor 
circuit, fixture circuit, and remote 
control protection in accordance 
with the discussion outlined in this 
previous code exposition. 

The magnetic trip, time delay 
and the instantaneous type of 
breaker if set for the same protec- 
tion values as for the fuse and 
thermal trip breaker would open 


the circuit everytime the loadi: 
reached the maximum carrying c 
pacity of the conductor. 
reason the code allows a 25% ove 

setting for these breakers whe) 

they are used in these various ci 

cuits. 

Plug fuses are limited in the 
application by the code. They m: 
be used on all circuits rated at 125 
volts or less between conducto 
If the circuits are fed from a sj 
tem having (a) a grounded neutra 
and (b) no conductor at more than 
150 volts to ground then plug fuses 
may be used for their protection. 
Figures 34 and 35 illustrate thes 
two conditions. 

In general the over-current devic 
must be placed at the point wher 
the conductor to be protected re- 
ceives its supply. Four exceptions, 
however, are recognized. 

First, in the case of service con 
ductors, it will be remembered that 
the device may be located at the 
point of entrance of these conduc- 
tors into the building or at th 
outer end of the service raceway 
Theoretically, according to the gen- 
eral code rule these devices should 
be at the point where the service 
conductors tap to the supply mains; 
in the case of overhead systems, on 
the pole, and in the case of under- 
ground mains at the point of con- 
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Fig. 34. (Left) These diagrams illustrate the application 


of plug fuses recognized by the Code. 


on all circuits rated at 125 volts or less between conductors. 


Fig. 35. 
They may be used 





(Right) However they are also permissible on 
circuits fed from a system having a grounded neutral and 
no conductor more than 150 volts to ground. 
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tion of the service to the under- 
und mains. However, this can- 
be easily accomplished in most 
ises and the exception is practi- 
ally a necessity. 
\ second exception provides for 
se cases where the overcurrent 
ices protecting the larger con- 
tors, also protects the smaller 
ipped circuits. Figure 36 illus- 
rates this case. 
[he third exception is quite in- 
lved in its intent and application. 
four conditions must be met to 
pply this exception. In the case 
* a panel board or a switchboard 
be tapped to a main riser feeder, 
» smaller conductors feeding from 
is main riser feeder to this 
vitchboard or panel board do not 
ive to be fused provided that: 
a) The length of each tap con- 
tor does not exceed five feet; 
b) the current carrying capaci- 
of these tap conductors is equal 
the sum total current carrying 
pacity of all the circuits feeding 
1m the switchboard or panel 
ard: 
(c) the tap does not extend be- 
ond the switchboard or panel 
ard; and, finally, 
(d) the tap is enclosed in a metal 
raceway if not a part of the switch- 
ard or panel board. 
Condition “b” may be illustrated 
by referring to Figure 37. It will 
be noted that the 30 circuit dis- 





hie. 36. (Left) Illustrated here is one of the exceptions to 
rule requiring that overcurrent protection be placed 
vhere a set of conductors receives its supply. In this 
instance the overcurrent devices protecting the larger con- 
ductors also protect one of the smaller tapped circuits. 
However, such protection is not available for the smallest 
tapped circuit which is only rated at 100 amperes. Fig. 
8. (Right) Another exception to the general rule referred 


conductors. 


tribution cabinet is tapped in to the 
500 MCM, 110/220 volt three-wire 
main riser. If the branch circuits 
are all wired with No. 14 AWG 
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Fig. 37. Illustration of the “five 
foot tap rule.” No overcurrent 
protection is required for such taps 
if they do not exceed 5 feet in 
length, if the current capacity of 
the taps is equal to the sum total 
current carrying capacity of all the 
circuits feeding from the _ switch- 
board, if the tap does not extend 
beyond the panelboard, and finally, 
if the tap is enclosed in a metal 

raceway when not part of panel. 


to in Fig. 36 is illustrated here. 
is required at “a” 
tap does not exceed 25 feet in length, that the current 
capacity of the tap is at least 1/3 of that of the main 
conductors, that the tap conductors are protected from 
injury and that the tap conductors terminate in a single set 
of fuses rated at the current carrying capacity of the tap 


No overcurrent protection 
provided that each conductor of the 


conductors and fused for 15 amp- 
eres then the taps must have a 
current carrying capacity of 30/2 
x 15 amperes (the capacity of No. 
14 wire) or 225 amperes. No 4/0 
wire will satisfy this condition. 
However, if No. 12 AWG wire is 
used for these 15 ampere circuits 
the taps must now be large enough 
to supply the capacity of all the No. 
12 wire circuits even though they 
are protected by 15 ampere fuses. 
The taps now must carry 30/2 x 20 
amperes or 300 amperes and 350 
MCM wire must be installed. 

Finally an exception is made to 
the general over-current rule stated 
above if the following four require- 
ments are satisfied: 

(a) each conductor of the tap 
does not exceed 25 feet in length; 

(b) the current carrying capaci- 
ty of the tap conductors is equal to 
1% or more the capacity of the main 
feeders; 

(c) the tap conductors are pro- 
tected from mechanical injury; and 

(d) the tap conductors terminate 
in a single set of fuses rated at the 
current carrying capacity of the tap 
conductors. 

Figure 38 shows all these condi- 
tions. The main feeders are 500 
MCM. Therefore, the taps must 
be capable of carrying at least % 
the current rating of the 500 MCM 
cable, that is, % x 400 amperes or 

(Continued on. page 50) 





































































Connecting Diagrams for 
Lap Wound A-e Motors 


Part 15 


By A. C. Roe 


Railway Motor Engineer 
Westinghouse Electric & Mfg. Co. 


ITH this article are present- 
ed the last of the eight-pole 
connecting diagrams. Fig. 43 is 
the eight-parallel star, three-lead 
diagram, and Fig. 44 is the eight- 
parallel, delta three-lead diagram. 
In addition, we will present some 
pertinent data on insulation index- 
ing for a-c motors as recommended 
by the National Electrical Manufac- 
turers’ Association. This is an im- 
portant phase of motor repair work 
as anyone can now write his own 


specifications as to type of coils and 
windings required in any repair 
job, and it is good policy for a 
repair shop to indicate the NEMA 
index of the coils used when billing 
a customer for a repair job. When 
coils are purchased for a repair job 
from the original manufacturer it 
is well to know the NEMA index. 

The insulation applied to the coils 
of the various types of armature, 
stator, rotor, and field coils used in 
rotating electrical machinery covers 


a wide range. To protect buyers of 
renewal-part coils, the Coil Insula- 
tion Committee of NEMA has estab 
lished a standard indexing systen 
for designing insulation symbol 
for such coils. 

All members of NEMA us 
these symbols in negotiating and i: 
marking all shipments. In this wa) 
a purchaser can know exactly wha 
kind of coils any listing indicates 
whether the conductors are covere: 
with Class O, B, or A insulation 
whether the coil will fit the sk 
without further additional materia 
or processing; whether a coil ha 
been dipped or baked before leavin; 
the factory; and, finally, just wha 
kind of material is used. 


Basic Features 


For convenience all coils are di 
vided into two groups: first, fo 
direct-current armature, alternat 
ing-current stator and slip-ring ro 
tor coils, see Table I; and second 
for direct- and alternating-current 
field coils, see Table II. 

In each of these tables the first 
letter of the index is the American 
Standards Association classificatio1 
symbol for the conductor insulation 
and indicates the type of insulation 
used on the wire. The second letter 
covers the type or absence of in 
sulation used on the slot section of 
the coils to protect it from ground 
(ground insulation). The third de 
notes the type or absence of in- 
sulation used as a binder or finish- 




















Fig. 43. Diagram for eight-pole, three-phase, eight-parallel 
star connection with three leads. 


Fig. 44. Diagram for eight-pole, three-phase, eight-paralle! 
delta connection with three leads. 
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Table I—Coil Indexing for D-c Armatures and 
A-c Stators and Slip-Ring Rotors 


Index 





Vacuum & Pressure 


Impregnation 





Non-Slot 
Size 


AAAV 
AAOV* 
ABAV 
ABOV* 


Slot 
Size 
AAAX 


AAOX 
ABAX 


BAOXV* 


BBAXV 
BBUXV* 
BBOXV* 


Slot 
Size 
AAAXV A A A 


AAOXV* A A oO 
ABAXV 


Class of Insulation 





Conductor Ground Binder 





A B A 
A B 
A B 
A N 


ZWwo 


DWOWWW Kh p>prpp 
ZZZ0WnW Prpwowy 
FPUZOdrP OPWoOor 


WwW 
“ns 
4 


N 
N 
O 
A 
A 
B 
B 
N 
N 
N 





ing tape. The symbo! N indicates 
the absence of ground or binder. 
The fourth and fifth indicate other 
differentia, as explained later. 

The letter X is an example of the 
ise of a fourth symbol. It indi- 
cates coils that fit the slot without 
the use of any additional insulating 
material or winding cells. Slot-fit 
or X-coils must be held to closer 
tolerances, are pressed to size, and 
require less time and material dur- 
ing winding. Slot-size coils, though 
more expensive, will in many cases 
show a saving if all winding factors 
ire considered. 

To distinguish between coils 
lipped in varnish in open tanks and 
those treated by the vacuum-dry, 
yressure-fill method, the letter V is 
sed to indicate the latter method. 
t occurs in fourth or fifth place, 
lepending on whether the coil is an 
X-type. 

The letter O in Table I under the 
heading “Binder” denotes that the 
coils are not treated with varnish 
ifter applying the binding or fin- 
ishing tape. Such coils are some- 
times called green or undipped 
coils. The letter O denotes at the 


same time the use of class O in- 
sulating material, such as untreated 
cotton, cambric, or silk tapes. The 
letter U under the same heading 
denotes the use of asbestos finish- 
ing or binding tape on coils that 
are not treated with varnish after 
the application of the binding tape. 
Thus the letter U indicates a class 
B binder material. 


25 


Conductor Insulation 


The conductor insulation—mate- 
rial used to cover the bare copper 
wire, ribbon, or strap used in form- 
ing the individual coils—can be ap- 
plied before, while, or after forming 
the coil. In general, the term wire 
or ribbon denotes that the conduc- 
tor is insulated before forming the 
coil; the term strap indicates that 
the conductor is insulated during 
or after the forming of the coil. 

The indexing symbols used in 
Tables I and II are based on the use 
of classes O, A, and B insulating 
materials; and Table III lists under 
three headings the various types of 
materials commonly used for con- 
ductor insulation. 

Class O Material, Table III, in- 
cludes all of the wires using un- 
treated coverings. 

Class A Material covers materials 
considered as class A when used in 
coils that do not receive any further 
varnish treatments. Now, it must 
be noted that some of the material 
in class O falls into class A under 
certain conditions. A coil may be 
insulated with class O material and 
then treated in varnish after being 
formed—before the ground and 
binder are applied. In this case the 
insulation becomes class A. 

Class B Materials, Table III, are 
not dependent upon varnish treat- 
ment for classification, and regard- 
less of what other letters are used 
in the coil index, the letter B for 
conductor insulation indicates only 
the materials indicated. It is im- 
portant to remember that class B is 
the highest grade of insulation, 
class A next, and class O the lowest 
permissible grade in use. Unless 
this order of superiority is kept 
clearly in mind, the symbols might 
be confusing. 








Table II—Coil Indexing for A-c and D-c Field Coils 


Index 





Vacuum and 


Dipped 
Pressure Impreg. 


Treatment 


Class of Insulation 


Conductor Ground 





Binder 





AAAV 
AABV 
ABBV 
ABAV 


ANNV 
ANAV 
BBBV 
BAAV 


BABV 
BBAV 
BNNV 


AAA 
AAB 
ABB 
ABA 


ANN 
ANA 
BBB 
BAA 


BAB 
BBA 
BNN 


WWW Wdb>> bbbbp 
ZWP> PwWZZ Wobbd 
ZPo PWPZz Pod 
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Class O 
Single Cotton Covered Wire 


Double Cotton Covered Wire |Single Cotton 


Table I1]—Classification of Conductor Insulation 


Class A 
{Enameled Wire |Asbestos Insulated Wire 


Class B 


Asbestos Paper 


| & Enamel | 


Silk Covered Wire 
& 


Cotton Taped Conductors 
Silk Taped Conductors 


Cotton Sleeving 


[Double Cotton 
| Enamel 
Paper Insulated (Silk & Enamel 


Cellophane & 
| Enamel 
Cellophane 


Asbestos Tapes 
Asbestos Cloth 


|Paper & Enamel |Asbestos Sleeving 
*Mica Tapes 


| 
Glass Insulated Wire 


Insulated Wire| 
Treated Tubing |Glass Tape 
|Treated Tapes | 
Treated Papers | 
|Treated Silk | 


* This includes the various combinations such as paper 


cambric and mica, glass and mica, etc. 


and mica, cellophane and mica, 





Ground Insulation 


Insulation applied to sections of 
the coils coming in contact with 
iron parts of the apparatus, used 
mainly because of its dielectrical 
value to prevent breakdown to 
ground, is termed ground insula- 
tion. It is divided into two groups: 
first for armature, rotor, or stator 
coils; and second, for field coils. 
This grouping follows Tables I and 
II, and the distinction is due to the 
different methods and materials 
used. 

Group 1 is generally used on the 
straight parts or slot sections of the 
coils. This slot or ground insula- 
tion is placed on the coil after 
forming and before applying the 
finishing or outside binder tape. 

Thus any coil index in Table I 
in which the second letter is A, B, 
or O indicates the use of ground 
insulation on the coil; whereas, if 
the second letter is N, it means that 
no ground insulation is used on the 
coil itself. This distinction is one 
of the most important details of the 
indexing system, as any coil em- 
ploying the letter N in the second 
place of the index will require the 
use of considerable more slot in- 
sulation during their installation in 
the core. 

Group 2 covers field coils in 
which the ground insulation is ap- 
plied to a greater portion of the 
coil, as each coil must be protected 
from all four sides of the pole piece, 
the pole tip or horn, and from the 
frame. This insulation may be 
tape, washers, or sheet material cut 
into various shapes, or combina- 
tions of any two of these forms. 
In Table II three coil indexes hav- 
ing N for the second figure, are 
listed. The letter indicates that no 
ground insulation is used and that 


additional material will in most 
cases be required to install the coils 
in the frame. 

Three classes of insulation—O, 
A, and B—are listed in Table IV. 
When coils using class O ground 
insulation are treated in varnish 
after the ground and binder are in 
place, the material does not change 
from class O to class A. However, 
if the coils are treated by the 
vacuum-dry and pressure-fill meth- 
od, after the ground and binder 
insulation is in place, then all class 
O material whether conductor, 
ground, or binder, is changed to 
class A. 


Binder Insulation 


The material used as the outer 
covering on a coil to bind the con- 


ductors and ground insulation in 
place, or in the absence of ground 
insulation, to bind the conductors 
together, is called binder insulation. 
It is generally applied in the form 
of tape. On field coils it may be 
washers, sheet material cut into 
various shapes and held with tape, 
cements, etc. When the letter N is 
used in the third place of a coil 
index, Tables I and II, it is also 
used in the second place. Coils 
thus classified are simply conduc- 
tors held together with string, var- 
nish, or cements. In most cases 
such coils are conductors wound to 
shape and held in loose bundles of 
wire with a few string bands. 

The three classes of binder in- 
sulation are listed in Table V but in 
field coils this insulation might also 
be of the kind listed in Table IV. 
When Class O materials are indi- 
cated by the third letter of a coil 
index, the coil is not treated in 
varnish after applying the ground 
and binder insulation. Class A 
materials, such as the common 
tapes, are generally applied in the 
untreated state, or as class O ma- 
terial and then the finished coil 
treated in varnish by either the dip 
or vacuum-pressure method. Class 
B materials when used as binders 
for armature coils are glass or as- 
bestos tape, but for field coils they 
may be of the materials listed in 
the third columns of Tables IV and 
V in various combinations. 

Two methods are used to impreg- 

(Continued on page 48) 





Table [V—Classification of Ground Insulation 


Class O 
Untreated Papers 
Fishpaper 
Fullerboard 
Untreated Cambrics 
Untreated Cloths 
Untreated Silk 
Wood 
Fiber 


|Micarta 


| 


Class A 
|Treated Cloths 
Treated Cambrics 
|Treated Silk 
|Treated Papers 
‘Cellophane 


[Treated Wood 
‘eee Materials 


Class B 


Mica 

(Mica & Paper 

|Mica & Cambric 

Mica & Cellophane 

Asbestos & Mica 

[Asbestos & Paper 

Asbestos Base & Micarta 

Moulded Material & 
Asbestos or Mica 

| Filler, ete. 

lGlass & Mica 


Table V—Classification of Binder Materials 


Class O 


Cotton Tapes 
Silk Tapes 
Cambric Tapes 
Surgical Tapes 
Webbing 


Class A 
|*Treated Cotton Tape 
|*Treated Silk Tape 
|*Treated Cambric Tape 
!*Treated Surgical Tape 
| Treated Webbing Tape 


Class B 
\Asbestos Cloth 
|Asbestos Tape 
lGlass Tape 


| Friction Tape 
| Rubber Tape | 
| Treated Paper Tape | 


* These are generally applied in untreated form, then the finished coil is varnish treated, 
‘A” 


changing the classification to ‘ 
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Y HOTPOINT SETS 
THE STANDARD 


Hotpoint’s airtight heat- 
nit, is immersed directly in 
ater inside the tank. All heat 
ated is delivered to the water. 

paste. No flame. No fire hazard. 




















Seal” Bond for 
bd is a non-conducting mate- 
br sealing Calrod water heat- 
nits. It greatly increases the 
f the unit and reduces possi- 

of int ‘rruptions in water 
m SErvice, 








Hotpoint’s auto- 
temperature control is the 
n” of the water heater. Auto- 
ally turns the heating units 
hd off as necessary. It makes 
oint safely automatic. 


HOTPOINT'S STANDARD 


OF LEADERSHIP IN WATER HEATING 
DID NOT HAPPEN BY ACCIDENT 
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There are 5 good reasons why Hotpoint has been 


accepted as the standard of leadership in electric 


water heating—both by the industry and the public. 


lesicr 4 Leadershi 


ee X CELE S +é 


. Lea p in Advertising 

Sensing a coming boom in home build- 
ing, Hotpoint launched, in 1940, the 
first national advertising campaign ‘or 
electric water heaters. This advertising 
was directed to the most logical water 
heater prospects in the world—the 
people who are planning to build or 
modernize their homes. Already this 
advertising has developed hundreds 
of prospects for Hotpoint retailers 
and utility customers. 


Hotpoint has pioneered and improved 
the design of electric water heaters 
to bring about the present high stand- 
ards of efficiency. 


As America’s largest producer of 
electric water heaters, Hotpoint main- 
tains leadership through constant 
research, improved methods, skilled 


craftsmanship. 

+ 2 Leadership in Promotions 
Leadership in Marketine 

3 Leadership in Marketing has fallen to Hotpoint as a natural 


Hotpoint has accepted the charge of result of our having a bigger stake in 
sighting logical markets for electric the water heater business than any 
water heating and laying plans for other manufacturer. Look to Hotpoint 
exploiting the opportunities. first for the latest in promotions. 


These are some of the models from Hotpoint’s complete line of Water Heaters, | ——— 
- 2 A size for every purse and purpose. P - | om | 
| 


Rae —___ fi \ J ~— 


EDISON GENERAL ELECTRIC APPLIANCE COMPANY, INC., 5614 W. Taylor St., Chicago, Ill. 
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‘PERSONAL LIBERTY | 
IN THE AMERICAN 


CAMPAIGNING 
ON A PLATFORM 
TWAT EVERY 
7AYOMEMAKER 
WILL 


KITCHEN 








HOTPOINT 


es 


Climaxing a Series of Great Hotpoint Selling Programs the New 


THE PROGRAM IS COMPLETE WITH 


National Advertising 

in leading magazines ~—American 
Home, Better Homes and Gar- 
dens, Bride’s, Electricity on 
the Farm, Good Housekeeping, 
House Beautiful, Ladies’ Home 
Journal, McCall’s, featuring Hot- 
point’s New President Electric 
Range. 


New Direct Mail 


available for localized activity. 


‘Hew Store Displays 


with the touch of showmanship that 
interests and sells prospects. 


Mew Election Banners 
for display purposes. 


"Newspaper Campaign 
based on Presidential theme. 


Posters 
—better than ever before. 


Movie Promotion 


“Blame It On Love.” New plans for 
exploiting this powerful sales medium. 


Special Sales Promotion 
Package Deal 


A balanced selection of material for 
an active campaign. 


New Friendly Finance Plan makes buying and selling easier 











Men Build Character 


At Hotpoint we have an idea exchange 
the form of get-togethers where each 


ellow learns something about the other 
an’s job. In this way our folks get to 


now each other. 


One of our customers once said to our’ 


est thing about Hotpoint products?” 

The Plant Manager knew all our sales 
eople, engineers and factory men through? 
ur get-togethers. He thought a moment, 
hen replied: 

“It’s character! Our men are good crafts 

en with good character. Good craftsman 
lways build their character into the mer 
handise they produce. Thus, the best 
hing about Hotpoint products is the 
ood character our men build into them.” 

The good character in Hotpoint prod 
cts is one reason why they give satisfac 
ory service to 17,000,000 families. 


a 


4 
Vice-President 
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PREPAREDN Ess | PRIVATE 


ON| FOR UNEXPECTED 


FEATURING THE 


LD estidertl 


ELECTRIC RANGE 


ONSORED by George A. Hughes — Father of the Electric 
Range, and chief executive of Hotpoint—the President 
is as Hotpoint’s ultimate achievement in Electric Range 
p, and comes as a culmination of thirty years of progress 
fitting tribute to Mr. Hughes’ steadfast leadership. 

is range will pull a record ballot wherever value gets 
yote. So don’t delay —climb on the Hotpoint Profit Band- 


mon now ! 


srica’s choice for 1940” has these FEATURES: 


W streamlined design 

l-porcelain finish inside and out 

Ww, massive, streamlined Backsplasher 

W streamlined Handles of moulded white Plaskon 
W Indicating Switch Buttons 

W smartly styled Cooking Top Lamp 

Ww 3-heat 6-quart Thrift Cooker with Flavor-Seal Lid 


ew Calrod Surface Cooking Units (each with 
easured Heats) 


ersized all purpose oven with 5 Measured Heats 
tee large utility drawers 
your distributor or write today for complete information. 
on General Electric Appliance Co., Inc., 5614 West Taylor 
tt, Chicago, Illinois. 
It’s a Presidential Year... 
Make it your most profitable one 


(in ITIATIVE ENTANGLEMENT 


GUESTS | IN PREPARING 9) IN MEAL 
P\DELIclous MEALS 4] PREPARATION 


AT THE FACTORY 
Freight and 
installation Extra 


OLD NEW 
YOU CAN SEE THE DIFFERENCE 


NEW CALROD 


Cooking Units are faster, more effi- 
cient, more economical than ever. 

Reduced coil length in the new 
Calrod provides faster heating; coils 
are self-cleaning. Be sure to get the 
New Calrod Cooking Units. 
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Distribution System Economies 


ISTRIBUTION economics is 

conventionally considered as 
the method of determining how to 
get the most from the money in- 
vested in the distribution system. 
The distribution of electric energy 
over an ever changing area, to an 
ever changing number of customers, 
having an ever changing demand, at 
the lowest possible cost consistent 
with good service, is no simple prob- 
lem. The solution of the problem 
is in terms of electric circuits of 
certain sizes and voltages, substa- 
tion transformers, feeder voltage 
regulators, oil circuit breakers, 
lightning arresters, cutouts, dis- 
tribution transformers, and a varie- 
ty of mechanical devices necessary 
for the installation of this equip- 
ment. The large number of com- 
ponent parts makes possible a large 
number of possible combinations of 
these parts and several solutions of 
the problem itself. 

The large savings resulting from 
economical design are usually an 
accumulation of many small savings 
which in themselves may seem un- 
important. The accumulation of 
small savings may be readily ap- 
preciated by keeping in mind the 
large numbers of the various parts 
involved. Based on average yearly 
consumption per customer in a res- 
idential area having a load density 
of about 600 kw per square mile, 
each sq. mile of area served will 
require in the order of 2000 services 
and meters, 50 to 100 distribution 
transformers, 1000 or so poles, ap- 
proximately 100,000 ft. of secondary 
circuits, and 75,000 ft. of primary 
circuit. In addition to the savings 
to be obtained from the careful 
study of the installation costs of 
the various component parts, large 
savings are possible, by selecting 
the proper combinations of these 
various parts. 

In order to decide which of sev- 
eral possible combinations is best, 
it is necessary to have some basis 
for judging the merits of each. 
Service and cost are the two basis 
for comparing different arrange- 


Part 1—Methods of Making Comparisons 


By P. E. Benner 


Central Station Department 
General Electric Co. 


ments or plans. Usually in study- 
ing the problem of how best to 
serve a given area several plans are 
developed with the idea of providing 
the same quality of service to the 
ultimate consumer. The basis of 
comparison is then entirely a mat- 
ter of cost with due consideration 
being given to such factors as the 
use of existing equipment or other 
facilities. 


Evaluating Service 


A more difficult problem is that 
of evaluating service when it is 
necessary to compare plans which 
obviously do not provide the same 
quality of service to the consumer, 
or in determining just how good 
service can economically be provid- 
ed for a certain group of custom- 
ers. The evaluation of service in 
dollars and cents can at best be only 
approximate, in as much as it in- 
volves placing values on such things 
as customer good will. 

In attacking the problem of de- 
termining what quality of service 





can be given economically to a cer 
tain group of customers, it is sug 
gested that the starting point b 
taken as the investment require 
for the system which would provid 
an absolute minimum from th 
standpoint of service in as much a 
this amount of investment is as 
sumed when it is decided to serv: 
the group of customers in the firs 
place. From this point the matte: 
of additional investment for pri 
viding improvements in_ servic 
should be noted and compared wit! 


the benefits such as increased reve- 
nue and more rapid load growth 


that can reasonably be expected t 
result. Continuity and voltage reg 
ulation are the two important meas 
ures of electric service. Electri 


service that is reliable in regard to 


continuity tends to increase the us 
of and the dependence upon electri 
cal appliances. Good voltage con 
ditions insure satisfactory opera- 
tion of the appliances and norma! 
revenue for the operating company 
Experience has shown that good 
service is fundamental to normal 
growth. Just what good service i 
in terms of continuity and voltag 
regulation is rather common know)- 
edge. However, to be specific, th 








Table I—Present Values of $1 Investments to be Made 
*““N”? Years from Now at Certain Rates of Interest 


CHONDA UhWNHe Z 


3% 312% 4% 412% 5% 


8 
9708 .9661 .9615 .9569 .9523 .9478 .9433 .9389 .9345 .9 
9425 .9335 .9245 .9157 .9070 .8984 .8899 .8816 .8734 .8 
9151 .9019 .8889 .8762 .8638 .8516 .8396 .8278 .8162 .7938 
8884 .8714 .8548 .8385 .8227 .8072 .7920 .7773 .7628 .7350 
.8626 .8419 .8219 .8024 .7835 .7651 .7472 .7298 .7129 .680% 


.8374 .8135 .7903 .7678 .7462 .7252 .7049 .6853 .6663 .6301 
-8130 .7859 .7599 .7348 .7106 .6874 .6650 .6435 .6227 .5834 
.7894 .7594 .7306 .7031 .6768 .6515 .6274 .6042 .5820 .5402 
.7664 .7337 .7025 .6729 .6446 .6176 .5918 .5673 .5439 .5002 


54%% 6% 63%% 7% 


10 .7440 .7089 .6755 .6439 .6139 .5854 .5583 .5327 .5083 .4631 


11 -7224 .6849 .6496 .6161 .5847 .5550 .5267 .5002 .4751 .4289 
12 .7013 .6618 .6247 .5896 .5568 .5260 .4969 .4697 .4441 .3972 
13.6809 .6394 .6006 .5642 .5303 .4986 .4688 .4410 .4150 .3677 
14 .6611 .6178 .5775 .5399 .5051 .4726 .4422 .4141 .3879 .3405 
15 .6418 .5969 .5553 .5167 .4810 .4480 .4172 .3888 .3625 .3153 
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Fig. 1. (Above) Relation between the cost of 
energy losses in a distribution system and the 


per cent load factor of losses. 


Fig. 2. (Right) Relation between the load factor 
of copper losses and the load factor of the 


loads that cause them. 


voltage should not exceed the limits 
of plus or minus approximately 3% 
and the average customer minutes 
of outage per customer per year 
should not exceed 5 or 10 at the 
most. 

Duplicating the equipment for 
improving reliability may be re- 
garded in somewhat the same light 
as purchasing insurance, and care- 
ful consideration should be given 
to the matter to be sure that the 
premium paid is not too high. How 
1uch of an expenditure is justified 
to provide against the failure of 
any particular part of the system 
or equipment depends on the prob- 
ability of failure and the resulting 
customer outage. 


Failure Probabilities 


The probability of failure should 
be determined from records on sim- 
ilar equipment. The failure rates 
are usually expressed in terms of 

per year and faults per mile 
of line per year. To determine the 
effect of the failure rate of a par- 
ticular piece of equipment on the 
average minutes of outage per cus- 
tomer per year, it is simply neces- 
sary to multiply the failure rate by 
the minutes the equipment would 
be out of service, or cause service 
interruption in case of failure, and 
divide by 100. 

To illustrate, assume the failure 
rate of distribution transformers is 
2% per year, and that the average 
length of outage caused by a trans- 
former failure is ninety minutes. 
The average outage in minutes per 
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customer per year due to distribu- 
tion transformer failure would then 
be equal to 2 x 90 divided by 100 
or 1.8 minutes. Just what might 
be done to decrease the number of 
transformer failures would of 
course depend on the cause of the 
failure. Whether it would be eco- 
nomical to undertake any program 
to decrease the number of trans- 
former failures would be deter- 
mined by a comparison of the evalu- 
ation of the cost of the transformer 
failures and customer outage with 
the cost of the remedial measure. 

There are many ways of decreas- 
ing customer outage. These include 
tree trimming, keeping the slack 
out of overhead lines, careful co- 
ordination of fuses and relays, pro- 
viding reclosing breakers and cut- 
outs, providing lightning arresters 
for distribution transformers, in- 
terconnecting lightning arrester 
grounds with the secondary neu- 
trals, designing the system with 
less load per circuit, providing spare 
substation transformers, providing 
multiple high voltage feeders for 
the substations, using loop feeders 
with automatic sectionalizing de- 
vices, interconnecting the distribu- 
tion transformer secondaries, and 
many others. 

In order to decide between the 
various possible remedial measures 
when considering the problem of 
improving service continuity it is 
necessary to make use of records 
on equipment operation to deter- 
mine the principal causes of outage. 
Records are therefore of funda- 


mental importance in solving eco- 
nomic problems of this type, and 
their importance in planning for 
better efficiency in distribution 
systems cannot be over-emphasized. 

Maintaining the correct utiliza- 
tion voltage at the customer’s prem- 
ises insures satisfactory operation 
of the customer’s lights and appli- 
ances and assures normal revenue 
from the use of these lights and 
appliances. The evaluation of volt- 
age conditions in economic com- 
parisons involve these two factors. 
To attempt to assign a dollar value 
to customer good-will created by 
satisfactory operation of lights and 
appliances would at best be only 
a guess. 

The effect of voltage on revenue 
is somewhat more tangible in that 
actual experience has demonstrated 
that increased revenue accompanies 
improved voltage conditions. In 
making such evaluations, a figure 
of $40 per year increased revenue 
per 100 kva of yearly peak load for 
each 1% which the average voltage 
level is increased at peak load is 
suggested. To illustrate, a 5% in- 
crease in the average voltage at 
peak load of 500 kva would result 
in a $1000 yearly increase in the 
revenue from that load. This fig- 
ure applies to residential loads and 
was derived as a result of a careful 
study of the characteristics of resi- 
dential loads based on an average 
kilowatt-hour consumption of ap- 
proximately 800 kwh per customer 
per year. Increased revenue was 
figured at 3c per kwh. 
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Making Cost Comparisons 


It is important to always keep in 
mind that a distribution system is 
continually changing with respect 
to the amount and location of the 
load. It is not sufficient to design 
a system for a certain load, and 
when that load has been realized 
to go about designing it all over 
again for some other load. The 
system should be designed on the 
basis of providing most economical- 
ly for an increasing load with pref- 
erence being given to a plan for 
providing increased capacity in in- 
crements which result in a minimum 
of unused capacity at any particu- 
lar time. Such a method has the 
advantage of requiring the least 
amount of guesswork in regard to 
load growth, and also usually does 
not involve any very large expendi- 
ture in a limited period of time. 

The actual expenditure for any 
particular plan may be spread out 
over a number of years so that in 
making an equitable comparison of 
the total investments required for 
different layouts it is necessary to 
refer all the expenditures to the 
same year. This is accomplished by 
making use of a device known as a 
“present value of $1 table,” see 
Table I, in which the present value 
of $1 invested at some time in the 
future is obtainable for various 
interest rates. To illustrate the 
use of Table I suppose that two 





plans under consideration call for 
the ultimate investment of the same 
amount of money, say $10,000, but 
in one case it would be necessary 
to invest $5000 immediately and 
$5000 5 years from now, whereas 
in the other plan it would be neces- 
sary to invest $1000 each year for 
a period of 10 years. Assuming an 
interest rate of 4%, the present 
value of the total investment for 
the first plan would be $5000 + 
($5000 X .8219), which would make 
a total of $9110. In the other case 
the present value of the total in- 
vestment would be ($5000) x (1 
+ the sum of the figures under the 
4% column from N = 1 to N = 
inclusive). This amounts to a total 
of $8434. 

Operating costs must also be in- 
cluded in making a fair comparison 
of 2 or more different plans. The 
operating or yearly cost includes 
the carrying charge of the invest- 
ment and the cost of the losses 
incident to that particular plan. 
The carrying charge is usually of 
the order of 10 or 12 per cent of 
the investment and includes in- 
terest, taxes, insurance and depre- 
ciation. As in the case of invest- 
ment, the yearly operating costs 
should be referred to the same year 
by making use of the present value 
of $1 table. 

The actual value of losses in the 
distribution system depends on that 
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characteristic of the losses which is 
called the load factor. Load factor 
is defined as the ratio of the aver- 
age value of a load over a certain 
period to its peak value in that same 
interval. Fig. 1 shows the relation 
between the cost of losses in a dis- 


tribution system and their load 
factor. 
Evaluation of Losses 
Distribution system losses _in- 


clude copper loss and core loss. For 
all practical purposes core loss is : 
constant loss, that is, it is the sam« 
24 hours a day and 365 days a year. 
Its load factor is therefore 100% 
and it is charged off at the lowes! 
rate per kwh. Copper losses on the 
other hand vary as the square of a 
load, and their load factors as 
shown by Fig. 2 are even less than 
the load factors of the loads which 
cause them. 

The actual number of kwh of 
copper loss for a period of time can 
be calculated from the load curves 
for that same period of time, but 
this is quite a tedious process when 
the load varies throughout the day 
in the usual manner. In order to 
simplify the calculations involved 
in the determination of copper loss- 
es a factor known as the “% equiva- 
lent hours” has been derived. (Bull- 
er & Woodrow—July 14, 1928 El. 
Wld.) This term “equivalent hours” 
is defined as the number of hours 
of peak load necessary to produce 
the same copper loss as is actually 
produced by the load over the se- 
lected period of time. 

The % “equivalent hours” was 
found to be quite closely related to 
the load factor of the load. A study 
was made of this relationship by 
analyzing a large number of typ- 
ical load curves, and as a result 
Curve C, Fig. 38, was obtained, 
which shows the average relation 
between the % equivalent hours 
and load factor. Maximum and 
minimum values of % equivalent 
hours are indicated by Curves A 
and B which represent the load 
curves also shown in Fig. 3. The 
value of the % equivalent hours to 
be used in any particular calcula- 
tion can be varied from that ob- 
tained from Curve C when the load 
curve of the load under considera- 
tion appears to display a marked 
similarity to either Curve A or B. 

The use of Fig. 3 for determin 
ing the % equivalent hours requires 
knowing the load factor of the load 
causing the losses. One convenient 
and frequently used method is to 
(Continued on page 48) 
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New Theme Featured 
By Kitchen Bureau 


“We've cooked up something 
new,” says the Modern Kitchen 
Bureau, in announcing its 1940 fall 
electric range promotion. The un- 
derlying theme continues to be that 
of the spring campaign—“electric 
cooking is fast as fire without the 
flame, clean and cheap, like electric 
light”——but the vehicle for getting 
this theme across to the public is 
distinctively different. 

“Alice in Electric Wonderland” 
is the promotional banner under 
which the big sales guns are 
wheeled into action. The big fea- 
ture is a “Magic Mirror” window 
display, carrying out the “Through 
the Looking Glass—An Adventure 
of Alice in Electric Wonderland” 
idea. When the light in the display 
is off, the glass is a mirror inviting 
passersby to stop and primp. When 
the light flashes on, the prospect 
looks through the mirror and sees 
a colorful picture of Alice exclaim- 
ing over the marvels of modern 
electric cookery. 

The Magic Mirror central display 
unit is supported by a series of 
four counter cards reproduced in 
full color from actual color photo- 
graphs and a series of five range 
cards to be set in and on the electric 
range itself, calling the prospect’s 
attention to five major sales points. 

Collateral material includes di- 
rect mail folders, a newspaper mat 


service and radio spot announce- 
ments, all built about the “Alice” 
theme. 

An important addition to this 
fall’s activities is a plan whereby 
electric leagues, local bureaus and 
utilities may stage a pretentious 
show that is, in reality, a brand 
new kind of cooking school. A spe- 
cial port-folio has been built by the 
Modern Kitchen Bureau containing 
complete details, plans for the pro- 
duction of this elaborate promotion. 
It marks a new high in the promo- 
tion of electric ranges, providing a 
way in which dealers may all share 
in a project of such magnitude that 
no dealer alone could hope to put 
it on. 

National advertising continues 
through the fall months in McCalls 
Magazine and Better Homes and 
Gardens. 


Virginia Utilities 
Announce New Projects 


More than $6,000,000 will be ex- 
pended by the Virginia Public Serv- 
ice Company and the Virginia Elec- 
tric and Power Company on gen- 
erating stations and transmission 
lines serving the strategic Hamp- 
ton Roads area, with construction 
to begin immediately, it was an- 
nounced in August by the State 
Corporation Commission,  Rich- 
mond, Virginia. 

M. J. O’Connell, president of the 





Modern Kitchen Bureau’s fall range display material. 


Virginia Public Service Company, 
stated that the $6,000,000 program 
will involve the construction of a 
transmission line from Richmond 
to Newport News to supplement and 
add to the Company’s electric fa- 
cilities at Hampton. The major 
expenditure, he stated, will be made 
by Virginia Electric and Power 
Company which will not only share 
in the construction of the Rich- 
mond-Newport News line but will 
erect a 40,000 kilowatt addition to 
the Reeves Avenue power plant in 
Norfolk at a cost of more than 
$4,000,000. 

These construction projects, ac- 
cording to Mr. O’Connell, are in 
line with the National Defense pro- 
gram and are calculated to provide 
unlimited sources of power for the 
very important Hampton Roads 
area. He pointed out that in the 
case of his company, serving the 
Peninsula, where is located the 
Newport News Shipbuilding and 
Dry Dock Company, Langley Field, 
N.A.C.A., and Fortress Monroe, 
electric power demands have been 
considerably increased through the 
nation’s preparedness activities. 

The line will directly connect with 
the generating and transmission 
system of the Virginia Electric and 
Power Company. Since this com- 
pany’s transmission lines are tied- 
in with neighboring systems, power 
could be secured from the Appa- 
lachian Electric and Power Com- 
pany, operating in Virginia and 
West Virginia, the Carolina Power 
and Light Company and the Duke 
Power Company, operating in 
North Carolina. This would be in 
addition to the power generated at 
the Virginia Public Service Com- 
pany’s steam and hydro generating 
stations located in Virginia and 
West Virginia. 

The new line will begin at the 
Manchester substation in Rich- 
mond, follow east to the James 
River at Messer Road, then on to 
Newport News. It will be a 110,- 
000 volt line and provide a poten- 
tial capacity of 35,000 kw to the 
Hampton Roads area. 

In commenting on the new proj- 
ects, Jack G. Holtzclaw, president 
of Vepco, said: 

“Construction activities on the 
Reeves Avenue plant in Norfolk 
will begin immediately and when 
completed will increase the capacity 
of the Norfolk steam power plant 
by over 50%. This addition fol- 
lows closely behind a similar addi- 
tion made to the 12th Street Power 
Station in Richmond which was 
just put into operation early this 
year. The need for a large increase 
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in power supply in this whole Tide- 
water area is foreseen as a direct 
result of tremendous construction 
activities in connection with the 
national defense program.” 

R. J. Throckmorton, vice presi- 
dent of Vepco in charge of the 
Norfolk district, stated that the 
new power station addition in Nor- 
folk is scheduled for completion in 
the fall of 1941, which will be in 
ample time for expected increase 
in power requirements in connec- 
tion with the shipbuilding activi- 
ties and other phases of the na- 
tional defense program and that 
construction work on the transmis- 
sion line which will tie in the two 
electric power systems will require 
a period of perhaps six months, 
and is scheduled for completion 
early in 1941. 


Exchange Engineers 
Meet in Charleston 


An outstanding program has been 
prepared by Chairman Lewis Payne, 
for the Engineering & Operation 
Section, Southeastern Electric Ex- 
change, meeting to be held in 
Charleston, S. C., at the Fort Sum- 
ter Hotel on September 19 and 20. 

The two-day program will include 
timely subjects of interest to men 
supervising work in production, 


transmission, distribution, and util- 


ization departments of member 


companies. 

An added attraction will be an 
informal gathering of production 
men following the presentation of 
the subject on modernization of 
existing power plant facilities and 
maintenance, by J. A. Reich, super- 
visor of stations and substations, 
Virginia Electric and Power Com- 
pany. This separate meeting for 
production men will give them an 
opportunity to discuss further what 
steam and hydro engineers are do- 
ing. specifically in their plants to 
enhance reliability of existing fa- 
cilities and to extend capacity to 
the full limit of availability. 

In addition to opening remarks 
by Chairman Payne and an address 
of welcome by E. L. Godshalk, pres- 
ident, South Carolina Power Com- 
pany, the first morning session 
will also include a discussion on 
transmission lines by J. F. Pen- 
nington, superintendent wholesale 
operations, Georgia Power Com- 
pany. A. W. Higgins, president of 
the Exchange, will address the 
group at a luncheon meeting Thurs- 
day. 

The Thursday afternoon session 
will include a discussion on high 
speed carrier current relay develop- 
ments by R. M. Smith, engineering 
department, Westinghouse Electric 
& Mfg. Company. Improved per- 
formance of distribution regulators 
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The Lower Colorado River Authority, in Texas, is cooperating with dealers 
in the various towns of its territory and staging home appliance shows. 
This photograph shows one corner of a display that was staged July 3-6 


at Kerrville, Texas, in the showroom of a local auto dealer. 


Every dealer 


in Kerrville cooperated in this show and presented a complete line of 


electrical appliances. 


More than 4000 people in this town of 5500 at- 


tended the show. 


by means of over compensation will 
be the subject of a paper by P. J. 
Carlin, superintendent of distribu- 
tion, Florida Power & Light Com- 
pany. The Thursday afternoon 
session will be concluded with a 
talk by R. M. Grogan, Alabama 
Power Company, on methods sug- 
gested in determining transformer 
capacities of given loads. 

The first speaker on the Friday 
morning program will be D. K. 
Blake, distribution systems engi- 
neer, General Electric Company, 
who will talk on modern trends in 
distribution. Also scheduled for 
the Friday morning meeting is a 
talk by Frank E. Johnson, operating 
distribution engineer, New Orleans 
Public Service, Inc., on maintain- 
ing service during a 60-mile tropical 
wind storm. He will be followed 
by James B. Polhill, Jr., project 
superintendent, Jefferson County 
Electric Membership Corporation, 
who will discuss the operation of 
REA systems. 

The Friday afternoon session will 
be opened with a discussion on 
customer metering and periodical 
testing, by T. A. Busby, assistant 
to president, South Carolina Power 
Company. The remainder of this 
session will be devoted to a round 
table discussion of current prob- 
lems. An opportunity for a gen- 
eral discussion will be provided 
after each address. 


Small Diameter Wire 


Now Carries “UL” Label 


Underwriters Laboratories’ La- 
beled Types RHT, RPT, RU, and 
SN small diameter building wires 


are now available, according to a 
recent announcement by Under- 
writers’ Laboratories, Inc., Chica- 
go. At the time of this announce- 
ment, label service had been ex- 
tended to 12 manufacturers mak- 
ing Type RHT, 17 making Type 
RPT, four making Type RU, and 
13 manufacturing Type SN. 

The availability of these wires 
bearing Underwriters’ Laborato- 
ries’ labels is expected to assist 
materially in giving relief to own- 
ers and occupants of buildings 
which have for years been “electri- 
cally starved” and for which, until 
recently, there was no remedy other 
than the expensive and unsightly 
method of chipping and channeling 
and replacing existing conduit with 
conduit of larger size to provide the 
desired capacity for wiring to meet 
the need of “stepped up” lighting 
and other modern electrical de- 
mands. 

Recent surveys show that 75 per 
cent or more of the apartment 
houses, hotels, schools, office build- 
ings, and similar structures erected 
ten years and more ago are lacking 
in wiring capacity to meet the de- 
mands of tenants. This situation 
has been one of ‘grave concern for 
the owners and managers of build- 
ings, for the public, and for the 
electrical industry as well. That 
the situation was also recognized by 
the members of the Electrical Com- 
mittee is evidenced by the fact that 
the forthcoming edition of the Na- 
tional Electrical Code (1940), 
which is expected to be released 
early in September, permits, under 
specified conditions, the use of the 
new small diameter building wires 
mentioned above. 
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of your neighbors and turn F 


heir attention to YOUR STORE. 





with a Dramatic, Volume-Building Program! 


Never has there been a more dramatic theme! It emphasizes 
the emancipation women have sought for ages. It directs atten- 
tion to the easier, more economical ways of living that electricity 
has made possible. 

Thirteen color pages in four big national weeklies create accept- 
ance for this Leisure-Living Theme. But that’s only half the 
story. Blondie, of comic-strip fame, will lead the parade of . 
prospects to your store. And here’s how. 


BLONDIE GOES TO LEISURELAND 


Westinghouse has made available this give-away, traffic-building 
game. It’s built around a favorite, comic-strip family; Blondie, 
Dagwood, Baby Dumpling, and Daisy! A brand-new game! 
Hilarious fun for old or young. A game that will draw’ pros- 
pects right into your store. 

GET BEHIND THIS PROGRAM—It starts September 24. 
Ask your Westinghouse man. He has all the details. Or write 
AL direct to department 204. 

Loc to your store WESTINGHOUSE ELECTRIC & MANUFACTURING COMPANY 
MERCHANDISING DIVISION MANSFIELD, OHIO 


Points right 
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Tune in “Musical Americana,” N.B.C. Network, Coast-to-Coast, every Tuesday evening 
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Although it has been known for 
some time that the 1940 Code would 
allow Type RHT for new work and 
for rewiring, and RPT, RU, and 
SN for rewiring existing raceways, 
and these materials have been avail- 
able, nevertheless some difficulty 
has arisen in the field and many 
jobs were held up pending the 
Laboratories’ approval and labeling 
of the new materials. The avail- 
ability of labeled small diameter 
conductors should release a flood of 
work heretofore frozen. 


REA Survey Reveals 
Appliance Saturations 


Nearly nine out of ten farm 
homes on REA-financed electric 
lines have radios, more than eight 
in ten have electric irons, more 
than half have electric washing 
machines, and nearly a third have 
electric refrigerators, according to 
REA’s third annual utilization sur- 
vey, just made public by Adminis- 
trator Harry Slattery. 

The survey, which shows the ex- 
tent of use of various electrical 
appliances on newly electrified 
farms, is based on questionnaires 
returned by 43,000 families served 
by 82 REA-financed systems in 27 
states. While the systems have 
been in operation for periods rang- 
ing from six months to a little over 
four years, Mr. Slattery said, the 
average length of service for con- 
sumers reporting is 13.6 months. 

The survey reveals the following 
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percentages of use for various ap- 
pliances: 
87.5 % 
84.1% 
55.3% 
31.6% 
29.4% 
20.7% 
14.8% 
15.3% 
14.5% 
10.5% 
8.5 % 
7.9% 
71.5% 
6.2% 
5.9% 
4.2% 
4.2% 
2.6% 
2.1% 
2.1% 
1.6% 
1.3% 
14.3% 
2.7% 


Radios (non-battery) 
Electric irons 
Washing machines 
Refrigerators 
Toasters 

Vacuum cleaners 
Hot plate 

Electric water pump 
Motor (1 hp or less) 
Poultry lighting 
Bathtub or shower 
Coffee maker 

Cream separator 
Water closet 

Septic tank 

Chick brooder 

Range 

Electric fence 
Electric roaster 
Milking machine 
Large motor 
Electric water heater 
Other household app. 
Other farm app. 


Commenting on the survey, Mr. 
Slattery pointed out that these per- 
centages are somewhat lower than 
those given in last year’s survey, 
which reported on a group of con- 
sumers receiving service for an 
average of 10.5 months. This, he 
said, is due to the fact that the 
1939 survey dealt with systems lo- 
cated chiefly in northern areas, par- 
ticularly in such states as Minne- 
sota, Wisconsin and Michigan 
where farms are larger and the use 
of electricity for dairying, water 
pumping, and other farm operations 


is more fully developed. Mr. Slat- 
tery explained that the new survey 
is corrected for distribution by 
states, and may be taken as a rea- 
sonably accurate picture of the 
REA-financed systems throughout 
the nation. 

The survey reveals that major 
household appliance purchases are, 
for the most part, made during the 
first year after electrification. Use 
of farm equipment increases more 
slowly, aS was expected, since con- 
siderable education is necessary to 
familiarize farmers with the ways 
of using electricity in farming and 
with the equipment available. 


Georgia Campaign 
Boosts Range Sales 


Prizes and bonus money for deal- 
ers’ salesmen and a cooperative 
advertising plan were outstanding 
features of an electric range cam- 
paign sponsored recently by the 
Georgia Power Company and major 
appliance distributors, under the 
direction of H. A. Smeeton, dealer 
coordinator, Georgia Power Co. 

Open to all dealers of electric 
ranges in the Atlanta area, the 
campaign resulted in the sale of 
approximately 200 ranges in a 60- 
day period by 18 dealers. 

Each participating firm was 
given a quota of ranges to sell and 
each salesman was given his share 
of the firm’s quota, the quotas be- 
ing based on previous performance. 
Three grand prizes, $35, $25, and 











Thanks to the efforts of these men, many a kitchen in 
Knoxville and vicinity has been made almost labor-free. 
They are members of the Knoxville Major Appliance 
Bureau which has a Code of Ethics that eliminates cut- 
throat competition and which promotes cooperative cam- 
paigns by members. 


Front row, left to right: Frank Oates, S. H. George & Sons; Robert 
Goodlin, Chandler & Co.; Charles Thombras, City Electric Department; 


T. W. Justice, Sterchi Bros.; M. C. Maxwell, Lester Maxwell Co.; John 
Homer Mullins, City Electric Department; R. A. Jarnagin, S. H. George 
& Sons; E. F. Aurin, City Electric Co.; Dave Baker, Woodruff’s; Fred 
Human, Lester Maxwell Co. 

Back row: Herbert Johnson, Woodruff's; Greg B 
Paul Davis, Fowler Bros.; Clyde Carpenter, Jr., City Electric Department; 
Howard Miller, Knox Dry Goods Co.; Zeno Brown, Electric Home 
Servants Co.; John Anderson, Sears, Roebuck Co.; Lawrence Wood, City 
Electric Department; Jess Winegar, Woodruff’s; Harry Lee, Maytag 
Applianec Co. 


N, Sentinel ; 
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Star salesmen of Atlanta appliance dealers enjoy Georgia Power’s “Victory” banquet. 


$15, were awarded on a percentage 
of quota basis with each salesman 
in the contest competing against 
all other salesmen. In addition, a 
bonus of $2 per range sold was paid 
to every salesman whose firm made 
its quota. Finally, an invitation was 
given to the leading salesman of 
each firm making its quota to a 
“Victory Celebration” banquet. 
Winners of the first, second and 
third prizes, awarded at the ban- 
quet were H. T. Lyon, Major Ap- 
pliance Company; H. S. Herman, 
Rich’s; and L. M. Taylor, Sears- 
Roebuck Company, all of Atlanta. 

Coincident with the range cam- 
paign, the Georgia Power Company 
offered to assist dealers in adver- 
tising their ranges by paying ap- 
proximately one-third of the cost 
of the dealers’ advertising of 
ranges. This arrangement result- 
ed in a considerable increase in 
range advertising during the period 
of the campaign. 

Another novel sales campaign, 
to be sponsored jointly by the Geor- 
gia Power Company and the elec- 
tric appliance distributors, has just 
been announced for October and 
November. Open to all cooperating 
dealers and their salesmen in the 
area served by Georgia Power Com- 
pany, the contest will include cash 
prizes of $465 for the winners. 

Outstanding feature of this cam- 
paign will be a sales presentation 
contest in which each salesman will 
have the opportunity of giving a 
sales talk to meet a prescribed sit- 
uation, the talk being recorded on 
a phonograph record. The sales 
talks will all conform to the same 
situation and salesmen may refer 
only to notes when the record is 
being made. After all the record- 
ings have been made, a committee 
of judges will hear the records and 
will decide upon prize winners. 


New Commercial Chief 


For Dallas Power & Light 


Walter G. Moore, widely known 
electric utility executive, was elect- 
ed a director and vice president of 
the Dallas Power & Light Company 
on August 13, George L. Mac- 
Gregor, vice president and general 
manager of the company, an- 
nounced. The new official will 
direct the commercial phases of the 
company’s operations. 

Mr. Moore recently joined the 
executive department of the Dallas 
company after resigning as vice 
president of the Texas Power & 
Light Company, in charge of com- 
mercial and industrial sales. 

A native of Paris, Texas, and an 
electrical engineering graduate of 
Texas A. & M. College, Mr. Moore 
took an apprentice course with the 
Westinghouse Electric & Manufac- 
turing Company after leaving col- 
lege and during the next few years 
engaged in sales work for electrical 
supply and contracting concerns. 
Then, in 1913, he became manager 
for the Texas Power & Light Com- 
pany at Paris. 


Walter G. Moore 


In 1916, Mr. Moore entered other 
business, but in 1925 he again be- 
came manager for the T. P. & L. 
Co. at Paris. In 1927 he moved to 
Dallas as assistant commercial 
manager for the T. P. & L. Co., 
and the following year he became 
commercial manager of that com- 
pany. During the latter part of 
1937 he was made a director and 
vice president of the T. P. & L. Co. 

Mr. Moore was chairman of the 
Commercial Section, Southwest Di- 
vision, of the old National] Electric 
Light Association for two years; 
was chairman of the Air Condi- 
tioning Committee of the Sales Sec- 
tion, Edison Electric Institute, for 
two years, and is a past president 
of the Petroleum Electric Power 
Association. 


Shreveport Manager Retires— 


Succeeded by N. P. Heath 


Appointment of N. P. Heath as 
general manager of the Shreveport 
and Caddo Divisions of Southwest- 
ern Gas and Electric Co. was an- 
nounced recently by A. Lieberman, 
president. Mr. Heath, who has 
been power superintendent, suc- 
ceeds M. T. Walker, who retired 
July 1 after more than thirty-three 
years of service with southern util- 
ity organizations and several years 
service previous to that with utili- 
ty companies in other parts of the 
country. 

At the same time, Mr. Lieberman 
announced that Mr. Heath had been 
elected a vice president of the com- 
pany. 

Mr. Heath was born in Cham- 
paign, Illinois, and in 1904 moved 
with his parents to Evanston, where 
he attended the public schools and 
later entered the University of II- 
linois, where he was graduated in 
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RUBBER COVERED POWER CABLES - BUILDING WIRE 


MAGNET WIRE - BARE WIRE 


a 


E ENTRANCE CABLE 


SERVIC 


CRESFLEX NON- METALLIC SHEATHED CABLE 


GENUINE 


AGC 


Armored 
Bushed 
Cable 


. CONDUCTORS—Clean stripping insu- 


lation and flame retarding covering, 
printed as shown. 


. BUSHING—easy to insert as paper un- 


wraps from under both ends of armor 
to make room for the bushing. 


. STEEL ARMOR—low resistance, elec- 


tro-galvanized for maximum uniformity 
and longest life. 


. TESTED—Thoroughly tested at several 


points during manufacture and receiv- 
ing a final test of 2000 volts between 
conductors and armor. 


. CRESCENT has unexcelled facili- 


ties for the complete manufacture 
of Armored Bushed Cable in all its 
steps. When you buy CRESCENT 
A.B.C. ARMORED BUSHED 
CABLE you buy the best. Do not 
be satisfied with any substitute. 


CRESCENT 


CRESCEN?7T 


INSULATED WIRE 
TRENTON, 


SOUTHERN REPRESENTATIVES 


ATLANTA, GA. 
Edgar E. Dawes 
A-4 Rhodes Bidg. Annex 


NEW ORLEANS, LA. 


Paul Hogan, Jr. 
823 Perdido St. 
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CRESCENT ENDURITE SUPER ~- AGING INSULATION 


1913, receiving a B. S. in E. E. 

He began his career in the utility 
industry in 1914 when he was em- 
ployed by Southwestern Gas and 
Electric Company as meter reader 
and trouble shooter. From 1915 to 
1917 he supervised the installation 
of machinery and equipment that 
was added to the company’s old 
power station. 

Following service with the A.E.F, 
he returned to the United States 
and resumed his duties with South- 
western Gas and Electric Company. 
From 1919 to 1925 he served in 
various supervisory capacities in 
both the gas and electric depart- 
ments of the company. From 1925 
to 1927 he supervised the constric- 
tion of the present Arsenal Hill 
generating plant. Upon completion 
of the plant, he was appointed su- 
perintendent of power which posi- 
tion he has held up to the present 
time. 


Tampa Advertising Manager 
Joins Ralph H. Jones Agency 


Jack Lacey, advertising manager 
of the Tampa Electric Company at 
Tampa, Fla., since 1931, has ac- 
cepted a position as account execu- 
tive with the Ralph H. Jones Ad- 
vertising Agency of Cincinnati. 

Mr. Lacey directed the advertis- 
ing campaign of the Tampa com- 
pany that won the 1940 George A. 
Hughes award and gave his com- 
pany its greatest electric range sell- 


Jack Lacey 


ing year in history. He will con- 
tinue to handle utility advertising 
in his new job. 

The Tampa Advertising club of 
which Lacey is a former president, 
other organizations and friends in 
Tampa gave several farewell func- 
tions in his honor. Salesmen of 
the Tampa Electric Company pre- 
sented a gold engraved desk set to 
him at a testimonial meeting. 

His former position is being 
filled by M. T. Anthony, sales man- 
ager of the Tampa Electric Com- 
pany, with the assistance of Arnold 
Brown, Tampa advertising man. 
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Presidential Campaign 
For Hotpoint Dealers 


At a series of Hotpoint Presiden- 
tial Campaign conventions, now be- 
ing held throughout the country, 
Hotpoint retailers will meet with 
distributors and Hotpoint range spe- 
cialists, to map their local Hotpoint 
Presidential Campaigns, which are 
expected to bring about a veritable 
landslide of sales for Hotpoint’s fall 
candidate—the new President range. 

According to Ward Schafer, man- 
ager, Hotpoint Range division, four 
important factors combine to make 
this one of the most complete elec- 
tric range programs ever sponsored 
by Hotpoint: 

1. Timeliness. Sharing the spot- 
light with America’s great national 
event, the Hotpoint Presidential 
Campaign is designed to turn the 
eyes and interest of every woman 
toward her local Hotpoint retailer. 

2. An Entirely New Product. The 
campaign is built around Hotpoint’s 
“winning candidate’’—the new Pres- 
ident electric range. This range is 
brand new in every detail, is priced 
at $129.95, at the factory, with 
freight and installation extra, and 
backed by a special ‘‘President”’ fi- 
nance plan. 

3. Endorsed by George A. Hughes. 
The President range, introduced by 
Hotpoint just for this campaign, is 
sponsored personally by George A. 
Hughes, The Hotpoint Company’s 
chief executive, who is known every- 
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where as the “father of the electric 
range.”’ 

4. A giant sales promotion pack- 
age, containing everything needed to 
launch any Hotpoint retailer on his 
own active Presidential Campaign. 

First announcement of the Presi- 
dential Campaign was made to re- 
tailers through a colorful trade 
broadside, which can be converted 
into a wall hanger to help promote 
the Hotpoint President range. 

The Hotpoint Company is putting 
every ounce of its experience and 
ingenuity behind this retailer pro- 
gram, backing it with national and 
key city advertising featuring the 
“President” range. In addition, the 
company is announcing a_ special 
plan for showings of “Blame It On 
Love,” in the 16 mm size, to wom- 
en’s clubs throughout the country. 


Fall Selling Campaign 
For Westinghouse Dealers 


Plans for an aggressive fall selling 
campaign, backed by the largest year- 
end advertising program in the his- 
tory of the Westinghouse Merchan- 
dising Division, have been given to 
the company’s distributors in a spe- 
cial convention in Mansfield. New 
product information and full details 
on the advertising and promotional 
phases of the fall selling program 
have been given to Westinghouse 
dealers. 

Frank R. 


Kohnstamm, sales man- 
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ager of the Westinghouse Merchan- 
dising Division, has stated that the 
outlook for fall appliance business 
is very bright because of continued 
good business. This is particularly 
true of the small appliance and laun- 
dry equipment business. To enable 
distributors and dealers to make the 
most of the opportunities presented, 
Westinghouse is launching a com- 
plete sales plan built around new 
products, a plan to build dealer floor 
traffic and increased advertising. 

The fall selling program will be 
supported by a schedule of 13 full- 
page advertisements in four leading 
weekly magazines, and in expanded 
newspaper advertising schedules, 
both on a company-paid key city 
program and on a dealer-company 
co-operative basis. 

Feature of the intensified promo- 


J. A. Sullivan, Westinghouse appli- 
ance sales manager, and the new 
small appliance display stand. 


tional effort will be nation-wide dis- 
tribution of a new game that will 
be obtainable free at Westinghouse 
dealers. Announcements offering 
the game for 10 cents if requested 
by mail, or without charge if ob- 
tained by an adult from a Westing- 
house dealer, will be carried weekly 
on ‘‘Musical Americana,’’ the West- 
inghouse radio program, and news- 
paper advertising also will carry 
mention of the game. 

Several new lines of products were 
shown to the distributors at the con- 
ventions, by means of demonstra- 
tions and skits. These included: a 
new vacuum cleaner, known as the 
“Captain,” priced at $39.95, and fea- 
turing specially designed ‘‘Hasy- 
Empty” tabs which make the usually- 
unpleasant task of emptying dirt 
from a vacuum cleaner a clean, sim- 
ple operation; sixteen new appliance 
models, including a fully-automatic 
“pop-up” toaster which is thermo- 
statically controlled, priced at 
$12.95; a full new line of washers, 
featuring new streamlined design and 
enlargement of tub capacity with 
prices ranging from $49.95 to $99.95. 

The fall range promotion will be 
built around a new range model to 
be known as “The Harvester.” The 
plan includes advertising, demon- 














42 

















stration plans, and other dealer 
helps. The new model,-priced at 
$129.75, has the five-speed Corox 
surface unit, full-sized True-Temp 
oven, an ultramodern  triple-lou- 
vered platform light, and white han- 
dles and switches. 

The fall refrigerator selling cam- 
paign will be built around ‘‘Super- 
Market Refrigeration.” This is de- 
scribed as the kind of refrigeration 
available to a housewife with a West- 
inghouse refrigerator, with its five 
zones of cold. 


Small Appliances 
Emphasized by G-E Tour 


In the most extensive effort to date 
put forth in behalf of its small ap- 
pliance lines, the General Electric 
appliance and merchandise depart- 
ment launched four travelling units 
from Bridgeport headquarters in mid- 
July for the purpose of carrying to 
distributor-salesmen groups in 43 
cities a dramatic story on new small 
appliances. This marks the first 
occasion on which heating devices 
have been given full-dress promo- 
titonal attention in the manner usual- 
ly reserved for such major lines as 
refrigerators or ranges. 

Marked increases in electrical ap- 
pliance business, plus outstanding 
product developments for the coming 
year prompted the vigorous program 
in behalf of G-E heating devices, 
according to A. C. Sanger. Taking the 
meetings direct to the salesmen in 
the field is expected to emphasize 
the major character of the small 
appliance business, with its average 
of 5000 profitable sales during each 
working day and annual retail 
volume of approximately 75 million 
dollars. 

Headline attraction of the pres- 
entation was the newly-developed 
yeneral Electric automatic glass cof- 
fee maker which has been designed 
so that it is easier to handle, will 
make one or two cups as well as a 
full load, functions automatically 
without attention, and maintains the 
brew at a high temperature until it 
is ready for use. 


Other new items in the line include 
a new automatic electric toaster, 
with provisions for keeping warm 
toast that is made; an electric roast- 
er that incorporates the “‘Tel-a-cook”’ 
light indications of degree of heat, 
similar to the indication system of a 
full-size G-E range; a new triple- 
beater mixer of extraordinary power 
and with reversible features and 
bowl] illumination; and new light- 
weight automatic iron, which uses 
light to signal the point at which 
ironing should begin; and newly 
designed hot plates, percolators, and 
sunlamps. 


New Campaign to Launch 
Arvin Electric Heater 


An aggressive merchandising and 
advertising campaign to launch the 
new 1941 Arvin Electric Fan-Forced 
Circulating Heaters has been an- 
nounced by G. W. Thompson, vice 
president, Noblitt Sparks Industries, 
Inc., Columbus, Indiana. The cam- 
paign features space in the following 
consumer publications: The Ameri- 
can Magazine, Collier’s, Good House- 
keeping, Better Homes & Gardens, 
Parents’ and The American Home. 
It is also supplemented by other sales 
help including hand-out folders and 
a three color counter-window display. 

According to Mr. Thompson, last 
year sales on this popular home heat- 
er increased 65% over the previous 
year. They are expected to sell even 
faster this year as a result of the 
widespread campaign, dealer interest 
and consumer acceptance of the prod- 
uct which has been approved by the 
Underwriters’ Laboratories and Good 
Housekeeping Institute. 

The heaters are efficiently con- 
structed and are safe with children. 
They circulate warm air completely 
by drawing the cold air from floor, 
heating it, and fan-forcing it into the 
room. These heaters convert 98% 
of electric current into circulating 
heat. Portable type that can be used 
in any room with a 110 a-c wall 
outlet. 

The new line of electric home heat- 
ers includes a standard model and 





Scene from General Electric’s four traveling units which will emphasize 
the importance of the small appliance market to the retail trade. 
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Arvin Heater counter display. 


two deluxe models which retail from 
$6.95 to $9.95. The cabinets are of 
heavy guage metal on rubber feet. 
The standard model 101 is finished 
in two tone green enamel. The de- 
luxe models are available in ivory 
and maroon enamel, and in tan and 
brown morocco. 3oth these heaters 
have chrome grilles. 





New Tank-Type Cleaners 
Announced by Universal 


Recent figures show that the tank 
type cleaner is winning public pref- 
erence at an ever-increasing pace, 
according to Lee Moss, vacuum clean 
er sales manager for Landers, Frary 
& Clark. Said Mr. Moss, ‘‘Month 
after month a greater percentage of 
the nation’s total cleaner business 
consists of this type. This becomes 
increasingly important when one con 
siders that total floor model sales 
in the U. S. are reported at 639,579 
for the first five months of 1940 as 
against 480,220 for the same period 
last year.” 

Recognizing this trend, Landers, 
Frary & Clark have added two new 
tank-type models, the E-65 and E-50 

In its new E-65 tank-type cleaner, 
Universal is contributing an import- 
ant advancement in this type of 
cleaner. This is the ‘“Tattle-tale”’ 
warning light located in the handle 
of the cleaner which flashes red when 
the dust bag needs emptying. This 
feature is an important aid to ef 
ficient operation and is an especially 
strong sales feature. Other features, 
added this year, include increased 
suction; a  foot-operated switch; 
floor polisher attachment; swivel 
floor brush; larger shell, finished in 
delft-blue; improved sled; storage 
kit for all attachments and an easier, 
yet air-tight hose connection. 

The Economy Model, E-50, also to 
be featured by Universal, is primari- 
ly intended as a price leader. It will 
be ideal for families who do not 
require quite the full cleaning serv- 
ice provided by the E-65. 

Landers, Frary & Clark plans to 
give these two new Universal clean- 
ers extensive promotional backing. 
A new cleaner broadside is being 
mailed to every dealer in the United 
States. Newspaper and magazine 


publicity and advertising in various 
markets of the country are planned. 
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News About People— 


George T. Stevens has joined the 
jureka Vacuum Cleaner Company, 
etroit, Mich., in the capacity of 
ice president in charge of sales. 
accept his new position, Mr. 
tevens resigned as manager of the 
-efrigerator division of the Crosley 
‘orporation. His experience in the 
household appliance field covers a 


q 


Geo. T. Stevens 


broad range. At one time he oper- 
ated a wholesale and retail business 
in Pennsylvania and this was fol- 
lowed by connections with Allied De- 
partment Stores and Montgomery 
Ward & Company as merchandising 
manager. 
* * * 

James H. Jewell has been appoint- 
ed manager of agency sales by the 
Westinghouse Electric & Manufac- 
turing Company. This department 
is responsible for the company’s ap- 
paratus products sold through dis- 
tributors. Mr. Jewell has been as- 


James H. Jewell 


sociated with Westinghouse since 
1920. He was made manager of the 
construction industry section in 1930. 
In 1938 he was made manager of the 
public works and communications 
sections and in 1939, assistant man- 
ager of the agency sales department. 
* %* * 

Merritt L. (Tiny) Tice has recent- 
ly become associated with the manu- 
facturers’ agency firm of Edgar E. 
Dawes & Co., Atlanta, Ga., according 
to announcement of Edgar E. Dawes. 
Mr. Tice is well known to the elec- 
trical industry of the Southeast be- 
cause of his former connections with 


The Youngstown Pressed Steel Kitchen Institute is proving a very valuable 
and effective sales help in training both distributors’ and dealers’ salesmen 


to plan really efficient kitchens. 


that kitchens are easy to sell when they are properly planned. 


The planning school is demonstrating 


And the 


ABC of planning is “Arrangement for Beauty and Convenience.” 


M. L, (Tiny) Tice 


such prominent manufacturers as 
Benjamin Electric Mfg. Co., General 
Cable Corp., and National Electrical 
Products Corp. 

Edgar E. Dawes & Co. has long 
been identified as southern sales 
agents for such well-known manu- 
facturers as Crescent Insulated Wire 
& Cable Co., Trenton, N. J.; Spang- 
Chalfant, Inc., Pittsburgh, Pa., 
(manufacturers of Central conduit, 
etc.); and Steel City Electric Co., 


Edgar E. Dawes 


Pittsburgh, Pa. The territory cov- 
ered by this organization includes 
North Carolina, South Carolina, Geor- 
gia, Florida, Alabama and the eastern 
half of Tennessee. Office and ware- 
house is maintained in the Rhodes 
Bldg. Annex, Atlanta, Ga., from 
which point the southern electrical 
trade will continue to be serviced. 
* * * 

Ed B. Hook has been appointed 
sales engineer for Kennecott Wire 
& Cable Products in the Southeast, 
according to announcement by Ken- 
necott Wire & Cable Corp., Provi- 
dence, R. I. Mr. Hook will make his 


') 


Ed. B. Hook 


headquarters in the Bona Allen Build- 
ing, Atlanta, Ga. His territory will 
include South Carolina, Georgia, 
Florida, and Alabama. 
* *& %* 
Appointment of George H. Meil- 
inger as sales development manager 
of household refrigeration was an- 
nounced by J. T. Newcomb, manager 
of the newly-created household re- 
frigeration and laundry equipment 
department of the Westinghouse 
Merchandising Division, Mansfield, 
Ohio. Mr. Meilinger, former re- 
frigeration supervisor in Chicago, 
will be responsible for development 
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of household refrigeration sales. He 
succeeds H. M. Butzloff, resigned. 

L. L. Shawber, manager of the 
laundry equipment department until 
it was combined recently with the 
household refrigeration department, 
will become laundry equipment prod- 
uct supervisor in the new depart- 
ment. S. G. Fisher, formerly in the 
dishwasher sales department, will be- 
come sales development manager on 
laundry equipment. 

* * * 

W. H. Milton, Jr., who has been 
sales manager for the General Elec- 
tric plastics department at Pittsfield, 
Mass., for the past two years, has 
been appointed assistant manager, 
responsible to G. H. Shill, manager, 
for all phases of the department’s 
activities. A native of Roanoke, 
Va., and graduate of Virginia Mili- 
tary Institute, Mr. Milton has been 
associated with G-E since 1920. 

* * * 

Charles J. Coward, newly appoint- 
ed advertising manager of the Nash- 
Kelvinator Corporation, has been ap- 
pointed chairman of the Plan Com- 
mittee of the Modern Kitchen Bu- 
reau, it is announced by W. H. Sam- 
mis, chairman of the Bureau. Mr. 
Coward succeeds J. Nelson Stewart, 
who has resigned as plan committee 
chairman. Mr. Coward was former- 
ly associated with the Ralph H. Jones 
Company, at Cincinnati, and has been 
active in the work of The Modern 
Kitchen Bureau for the past three 
years. 





New Electrical Products 





Premier Floor Cleaner 


With the introduction of the new 
Premier Model 41 Floor Cleaner, 
Electric Vacuum Cleaner Co., Ine., 
has placed on the market a cleaner 
that is distinctly different. The 
striking dark green crinkle-finish of 
this cleaner is more than a mere 
novelty— it is durable, long wearing, 
and designed to stay new-looking 
for many years. The new Model 41 





will sell at retail for $44.50 and at 
this price should prove to be a high- 
ly popular addition to the line. The 
specially-woven sateen dust bag is 
in a harmonizing shade of green and 
has a trap in the throat to prevent 





dirt spilling on the floor when the 
bag is removed for emptying. This 
cleaner has a high-power ballbear- 
ing motor and an adjustable motor- 
driven brush, as well as a dirt-finding 
Search-lite. A soft molded-rubber 
bumper around the nozzle prevents 
marring of woodwork. 


Low-Priced Range Model 


Announcement of the ER-9, a new 
low-priced model which has been 
added to the 1940 line of Kelvinator 
electric ranges and which carries a 
suggested price of $99.50, is made 
by Frank R. Pierce, Kelvinator’s 
general sales manager. The new 
model is of one-piece welded steel 
construction, and its features include 
the new Kelvinator oversize, two- 
unit oven; five-speed Kelvinator 





Chromalox surface units; a full six- 
quart Scotch kettle; five-speed bi- 
rotary silver contact switches; and 
a combination oven and thermostat 
with automatic pre-heat cutout and 
“Broil” and “Bake’’ pilot lights. Also 
featured in the new model is a por- 
celain enamel drip tray under the 
units; a large, easy sliding utility 
drawer; rust proof utility drawer 
guides; drawer; appliance outlets 
mounted on the wall guard; and a 
black toe-room base. 


Silex Steam-Electric Iron 


A new Automatic Electric Steam 
Iron just announced by The Silex 
Company, Hartford, Conn., was dis- 
played for the first time at the recent 
New York Housewares Show. One 
of the many exclusive features of 
this new iron is a perfected switch 
for on or off steam control. The 
iron may be used with steam at an 
extremely wide range of tempera- 
tures—or it may be used as a dry 
iron with rougher materials. A built- 
in safety valve assures the housewife 
that she will be able to use this 
splendid new iron with absolute safe- 


ty. 

Clearly visible on the heel of the 
iron is an efficient thermostatic con- 
trol switch, combined with an on or 
off current switch. This makes it 
unnecessary to jerk the cord out of 
the wall to shut off the current—a 
flick of the switch and it’s done! 
Marked on this control switch are 
temperature indications for most of 
the materials a housewife might have 
to iron. One of the outstanding fea- 
tures of this new iron is its extreme- 
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ly light weight—only 3% pounds. 
Combined with the new Silex No-Lift 
Roller Bearing Iron Stand, this iron 
may truly be said to have slashed the 
housewife’s wash day work to less 
than half of its former figure. The 
iron is equipped with 1000 watt 
heating element. 


Commercial Waffle Baker 


A new Edison-Hotpoint waffle 
baker, aptly named the “Charm” 
from its attractive, modern, stream- 
lined, functional design, is being in- 
troduced this fall with a unique new 
merchandising service, and at a new 
low price, by The Edison General 
Electric Appliance Co., Inc. 

The waffle baker itself consists 
of two standard seven-inch molds, 
each with its own independent, ad- 
justable thermostatic control and 
triple use “Silent Waffle Salesman’ 
light. This light acts first as a pilot, 
showing when the baker is “on 
second, as an indicator showing both 
when the baker has reached tem- 
perature and when it is time to 
remove the waffle, and third, as a 
flashing ‘‘Waffles’”’ sign. 

The unique merchandising pro- 
gram which accompanies this bake: 
includes the new book “‘It It’s War- 
fles You Want’’—the most complete 
work on waffles yet published—and 
an attractively lithographed waffle 
sign with metal pockets for change- 
able waffle specials and prices, a set 
of which accompanies each sign. 


“Deep-Freeze” Locker 


Introduction of a new electrical! 
household appliance in the form of 
a sub-zero locker box for home use 
has just been announced by the Mo- 
tor Products Corp., Chicago. This 
new appliance, designated as the 
“Deep Freeze,” is designed to pro 
vide refrigerated storage in the home 
for fast frozen products. 

The Deep-Freeze locker will lt 
available in both a single unit and a 
double unit, having capacities of one 
barrel and two barrels, respectively 
The unit is streamlined, consisting 
of an upright cylinder, with the com- 
pressor housed under a small hood 
at the side. The unit is powered by 
a one-quarter horsepower capacitor 
motor connected to a new type, silent 
compressor. 
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Why UNIVERSAL Electric Dealers Say: 


a 


1940 —The Best 


Range Year Yet! 


Across the country, UNIVERSAL representatives 
have asked Universal dealers, “‘What kind of range 
year is 1940?” They have gotten this one answer! 


UNIVERSAL Electric Range Sales are up! Dollar volume has hit 
new peaks! Profits have stratosphered to all-time highs ! 


First in Sales Features and Design 
Dealers everywhere credit UNIVERSAL’S year-ahead 
styling, speed and economy plus its many amazing features 
like Mult-I-Heat Control with 101 top-of-range heats for 
making this their banner range year. 


Fall Sales-Producing Strategy Features 
M. K. B. Tie-In 


UNIVERSAL’S big fall sales-making magazine and news- 
paper promotional campaign, plus a sure-fire tie-in with 
Modern Kitchen Bureau’s fall range drive, plus the UNI- 
VERSAL Election Contest, plus cooperative campaigns, 
direct-mail pieces, sound-slide films, visualizers and radio 
announcements — will bring customers to the point of 
sale...and make sales come easier. 


UNIVERSAL FRANCHISES STILL OPEN 
To the electric range dealer, a UNIVERSAL franchise 
spells opportunity. It enables you to do business as you 
want to do it. You can be sure of the product you sell. 
You can be sure of full profit-margins. For complete 
details, wire or write your UNIVERSAL Distributor or 
LANDERS, FRARY & CLARK, New Britain, Conn., today. 


The Trade Mark Known In Every Home 








Proof .. . and MORE Proof of 
Bigger Sales and Profits 


‘*UNIVERSAL’S new Mault-I-Heat 
Control is the greatest advancement 
since the Economy Cooker. It has 
increased my sales 300% over 1939.” 
B. E. PALMER 
ED. PALMER 
Asheville, N. C. 


“I’ve found that UNIVERSAL’S new 
Super-Heat Unit has speeded up 
electric range sales and helped make 
1940 my biggest year.” 
HARRY TAUBMAN 
Wm. Taubman and Sons, 
Hartford, Conn. 


“One look at the modern features and 
beautiful appearance of the 1940 
UNIVERSAL starts women saying, 
That’s the range for me!” 
ALAN A, SIGRIST 
Sigrist Furniture Co. 
Fort Wayne, Indiana 


“We are the largest electric range 
dealer in the city of Buffalo and 
attribute this volume to the many 
exclusive UNIVERSAL sales features 
that make this range a year ahead of 
the competition.” 
DON E. STRICKLAND 
Taylor-Strickland 
Kenmore, N. Y. 
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New Hotpoint Refrigerator 


To provide a high quality six cubic 
foot refrigerator having many De- 
Luxe features, but at a price lower 
than completely DeLuxe models, the 
Edison General Electric Appliance 
Company, Chicago, has announced the 
new Special DeLuxe Norman model. 





The exterior of the new model is 
finished in shining white Calgloss, 
with one-piece steel cabinet finished 
inside with white porcelain enamel. 

There are four Pop-Ice trays in 
the stainless steel Speed Freezer, the 
door of which is of heavy gauge 
aluminum, finished in white Calgloss. 
The single control includes an “on- 
off” switch, 16-point temperature ad- 
justment, and semi-automatic defrost- 
ing. * 
Colt Manual Motor Starters 

One of the new line of Colt motor 
controls recently announced is the 


across-the-line type Manual Motor 
Starters, furnished in sizes ‘‘0” and 














**1"’, designed for the starting, stop- 
ping and overload protection of single 
.phase and polyphase motors up to 
7% hp. There is a wide range of 
applications for these new Colt Man- 
ual Starters on production tools in- 
cluding grinders, lathes, milling ma- 
chines, looms, drill presses, — pro- 
filers, planers, printing presses, roll- 
ing mills, washing machines, special 
machinery, etc. 

Main feature of the Manual Start- 
ers is the automatic relatching mech- 
anism which eliminates any resetting 
operation as there is no intermediate 
or tripped position of the starter 
handle. The operation is “handle 
free’... an excessive overload will 












open the circuit even though handle 
is intentionally held in the ‘“‘on” 
Position. 

The quick-break positive toggle 
mechanism is so designed that vibra- 
tion or shock will not cause the con- 
tacts to open. It is mechanically 
impossible for the contacts to close 
until the ‘‘start’’ button has been 
pressed. 


Knapp “Speedster” Shaver 


Knapp-Monarch Co. will make a 
definite bid for the youth market for 
electric shavers with the newest of 
the Knapp Natural-Angle Shavers, 
the a-c model ‘“‘Speedster,”’ priced to 
retail at only $5. 

The “Speedster” has the same cut- 
ting head, the same natural angle, 
the same exclusive features contained 
in the deluxe and standard Knapp 
Shavers. The high-speed motor 





moves cutting edges so fast—-7,200 
cutting actions a minute—they can- 
not jerk, pull, or skip over whiskers. 
The two-in-one shearing head pro- 
vides two sizes of slots, for coarse 
or fine beards. Because the shear- 
ing head is self-honing, it stays keen 
and sharp. The shaver is packed in 
an attractive limp leather case. 

In keeping with the Knapp-Mon- 
arch method, full profit for the deal- 
er is in the $5 list price. 


Flashlight Storage Battery 


A rechargeable flashlight battery 
similar in principle to the well known 
automobile storage battery is an- 
nounced by the Ideal Commutator 
Dresser Company, Sycamore, Illinois. 
Although small in size to fit all pop- 
ular two cell, 114” size D flashlight 
cases, it is proven through actual 
heavy duty service to be dependable, 
long lived and economical. Large 
users of flashlights can enjoy big 
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savings through the use of the Idea! 
Battery for it can be charged time 
and time again. In heavy use one 
discharge is equal to a pair of o1 
dinary dry cells. The rechargeable 
feature makes it convenient to use 
only while light is bright, and charg: 
again when light gets dim. 

An ingeniously arranged chambe 
and vent plus semi-fixation of the 
electrolyte makes it spill proof. The 
plates are over %4” thick and con- 
nected to terminals by reinforced 
electrodes so that the battery is rug- 
ged parent Lucite. A small charger 
consisting of transformer and recti 
fier plates makes it easy to keep the 
battery always fully charged. 


New 6-Watt Fluorescent Lamp 


A new 6-watt Mazda fluorescent 
lamp only 9 inches long, for use 
where space is limited and high 
lumen output is not required, has 
just been announced by the Westing 
house Lamp Division, Bloomfield, N. 
J. Selling for $1.15, it fills a need 
for a small, low wattage, economical 
fluorescent lamp, is available in two 
colors—daylight and white. The new 
lamp is expected to find applications 
in illuminating business machines 
curved showcases and coves, airplane 
and ship cabins, niches, cabinets 
mirrors, bed lamps, and paintings. 


New Grounding Device 


“Groundex,” an efficient and eco- 
nomical ground that combines ground 
contact plate, strap and connector, 
all in one complete unit ready to 
attach to the pole, has just been 
announced by Mastergrip Utilities 
Supply Corp., St. Louis, Mo. 

“Groundex”’ is made of pure sheet 
copper, insuring long service. Sim- 
ply nail it to the pole before setting. 
The plate at the bottom of the pole, 
pressed against moist earth by con- 
stant compression, insures a posi- 
tive ground under varying weather 
conditions. ‘‘Groundex’”’ is available 
in several sizes to meet particula: 
needs. All connections are soldered 
(no zine used). Straps are attached 
to disc by interlocking tongue and 
solder. Solder is also used between 
copper laps. Only the purest and 
scale free copper is used. Bolts, nuts 
and lock washer are Everdur. 


Westinghouse Circuit Breakers 


} 


A new line of type AB general 
utility circuit breakers for enclosure, 
panelboard or switchboard mounting 
is announced by the Westinghouse 
Electric & Manufacturing Co. These 
breakers, rated 50, 70, 90 and 100 
amperes at 250 and 600 volts a-c 2 
and 3 pole, and 125, 250 volts d- 
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Whereby a City Lives 


traffic lights, the rush of winging messages, 
or sudden fire alarm. For each service a 
Through them surges the vital force [> product engineered to a particular job 
whereby the city lives—giant power, oa } and manufactured with the respon- 

\ sibility of General Cable behind it. 


Wires and cables beneath the streets, with- 


in the walls, a maze of cables everywhere. 


all-pervading illumination, the flash of 


GENERAL CABLE 


BARE and INSULATED WIRES and CABLES for EVERY ELECTRICAL PURPOSE 


General Cable Corporation Sales Offices: ATLANTA + BOSTON - BUFFALO + CHICAGO + CINCINNATI CLEVELAND + DALLAS + DETROIT 
KANSAS CITY (MO.) * LOS ANGELES * NEW YORK + PHILADELPHIA * PITTSBURGH * ROME (N.Y.) * ST. LOUIS * SAN FRANCISCO + SEATTLE * WASHINGTON (D.C.) 
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are especially adaptable to lighting 
and feeder circuits, and motor branch 
circuit protection. 

All breakers use the 100 ampere 
frame, permitting physical inter- 
changeability. Considerable im- 
provement over the older style units 
have been made. Most important 
is the adjustable magnetic trip. This 
feature permits very close setting of 
the breaker for any tripping current 
from 3% to 11 times the breaker’s 
normal rated current, and enables 
the trip to be set in the field under 
actual service conditions to give max- 
imum protection to the equipment. 
An inverse time thermal trip of the 
bi-metallic type provides adequate 
protection for light overloads, such 
as motor starting currents. 


Annual Meeting of 


Inspectors in Houston 
(Continued from page 19) 

ing permits, the oil capital of the 

world, the world’s leading spot cot- 

ton market, and second busiest port 

in the nation in deep sea tonnage. 

Oil, cotton, cattle, high-pressure 
agriculture and shipping have 
turned the area, 600 miles long and 
100 miles deep, into an economic 
wonderland. From Beaumont to 
Brownsville, business swirls above 
a fabulous pool of oil, the lode 
which called forth this development 
of modern El Dorado. 

From this coastal strip 1,500,- 
000,000 barrels of oil have been 
drawn, and still it holds 20 per cent 
—3,300,000,000 barrels—of the to- 
tal United States reserves. The 
Gulf Coast is the world’s largest 
oil refinery center. Approximate- 
ly 1,000,000 barrels of the black 
gold are processed daily within its 
confines. 

The area produces almost the 
entire world’s supply of sulphur. 

The most recent government fig- 
ures—those for 1938—show that of 
the nation’s four top-ranking ports 
in point of tonnage, three are on 
the Texas coast, no more than 100 
miles apart. 

It is evident that oil, with its 
concomitant, shipping, is the prime 
motivator in this upsurge, but agri- 
culture, cattle and cotton still are 
tremendously important. A drive 
through this flat, humid region will 
prove that the oil-slattered field 
boot has not replaced the ornate 
cowboy footgear. They simply are 
mixed now. The Gulf Coast still 
produces 40% of Texas’ cattle. 

The production value of Gulf 
Coast farms is estimated at $300,- 
000,000 annually, and the relatively 
new citrus business in the Rio 
Grande valley estimates its annual 
production at $50,000,000. 
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Southern Section’s 
Honor Roll 


Members of the Southern Section 
who have obtained new members 
during the past month are as fol- 
lows: 


C. S. Boger, Charlotte, N. C. 

Carl W. Evans, Atlanta, Ga. .. 
R. S. William, Atlanta, Ga. ... 
Dewey Johnson, Atlanta, Ga. .. 
S. Sharbrough, Dallas, Tex. .. 
Joseph Whitner, Atlanta, Ga. . 
Chas. Zimmer, Houston, Tex. . . 
New Members, not endorsed .. . 

Total 


eel Bete Ee 


New members enrolled since the 
membership drive began last Sep- 
tember, 1939, now total 161. 


Distribution System 
Economics—Part I 
(Continued from page 32) 

use a kwh meter with a maximum 
demand attachment. The kwh and 
maximum demand for any particu- 
lar period are noted, and the load 
factor is calculated from these read- 
ings by simply dividing the average 
kwh per hour by the maximum de- 
mand in kw. The actual number of 
kwh of copper loss per year are 
equal to (% equivalent hrs.) X 
(kwh loss at peak load) X (8760). 


Salvage Value 


A distribution system must of 
necessity be built for the future, 
that is, in anticipation of load 
growth. Loads do not always de- 
velop where expected, however, 
with a frequent resultant loss of 
investment in distribution facili- 
ties. The amount of loss will de- 
pend to a large extent on the sal- 
vage value of the system, and so it 
is obviously important from this 
standpoint to favor investments in 
facilities which are best adapted to 
meet changing load conditions. In 
order to be most economically adapt- 
able to changing loads, distribution 
facilities should be as mobile as 
possible or, in other words, have a 
high salvage value. 

Distribution facilities can be 
readily classified as having a high 
or low salvage value. Distribution 
transformers, feeder regulators, 
and unit substations are examples 
of the former, while overhead lines, 
duct systems, and brick substations 
are examples of the latter. It is 
believed that a careful analysis of 
past experience regarding load 
prognostications will often show the 
advantage of making a larger ini- 
tial investment if it is possible to 


materially increase the proportion 
of the investment in facilities hav- 
ing high salvage values. 


Connecting Diagrams 
For Lap-Wound Motors 
(Continued from page 26) 
nate coils by the vacuum-and-pres- 
sure process. The first method 
uses an asphaltic gum and the coils 
are impregnated before the ground 
and binder insulation is applied. 
If there is no subsequent treatment, 
the coils are green coils. In the 
index for such coils, O as the third 
letter indicates class O materials, 
and the letter U denotes untreated 
asbestos tape as the binder or out- 
side finish. Such indexes in Table 
I are marked with a single asterisk. 
Thus the index symbol AAOV* 
means that the coil was gum-im- 
pregnated before the ground and 
binder were applied and that there 
was no subsequent treatment. How- 
ever, if this green coil should be 
dipped and baked, the O would 
change to A and the index become 
AAAV. 

The second method involves a 
solventless varnish to insulate the 
completed coil; that is, the ground 
and binder insulation is applied be- 
fore the impregnating process. 
This process fills all of the untreat- 
ed materials, and changes class O 
to class A material and class U to 
class B. Thus the index AAAV can 
mean, as explained in the preceding 
paragraph, that the coil was gum- 
impregnated before the application 
of ground and binder, and after- 
wards was dipped and baked. But 
this index may also mean that the 
ground and binder insulation was 
applied before an impregnating 
process of the whole coil with sol- 
ventless varnish. 


Partially Closed Slots 


Many stators and rotors have 
partially closed slots; and since the 
wires must be fed through the slot 
openings a few at a time, the coils 
are supplied without ground or 
binder insulation. With this type 
of coil the ground insulation is ap- 
plied in the slots of the machine and 
the binder insulation applied as 
each coil is wound into place. This 
ground and binder insulation is not 
supplied with the coils. Coils of 
this type are indexed as ONN, 
ANN, and BNN, according to the 
type of conductor insulation. For 
Class A conductor insulation, only 
materials indicated in Table III, 
column 2, are used. 
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IRING MARCHES ON! 


en 


“NM” CLAMP (| 


RACO-ALL-STEEL KEEPS IN STEP BY DEVELOPING 
CLAMPS FOR EACH WIRING REQUIREMENT 


Wiring has made rapid strides in 
the past decade. A wide-awake 
attitude has been necessary to 
keep Switch Boxes, Outlet Boxes, 
and Conduit Fittings ahead of 
the trends. During this period 
Racoe All-Steel has kept pace and 
offers an outstanding line, tailored 
to fit the 1940 trends. Their pioneering in the refine- 
ments of clamping devices and boxes is typical. 


MCL Switch Box with 
LX Clamp 


The MCL, a conventional square-cornered box (pic- 
tured) equipped with type LX clamps, has been a stand- 
by for years. It is designed for use with Non-Metallic 
Cable or flexible Non-Metallic Tubing. 


To the left is shown the BLN 
box, a recent refinement of the old 
familiar beveled corner box for 
Flexible Metallic Tubing (Loom). 
Raco « All-Steel’s development of 
the type BN clamp, together with 
a well-rounded embossed “‘seat”’ 
provided in the bottom of the old 
“Loom” box, assures an ideal installation for Non- 
Metallic Cable. There is no chance of injury to the 
cable braid. 


BLN Box with 
BN Clamp 


The DO-10 box, a ceiling pan, 
%" deep—equipped with type UN 
clamps. This job was not ade- 
quately performed by the ordinary 
clamp. Raco « All-Steel supplied 
the answer. The UN clamp assures 
full protection to even the small- 


est diameter Non-Metallic Cables. DO Sot 


UN Clamp 


At the left, is a 3%” octagon, 
1%” deep, cable box, equipped 
with the latest Non-Metallic Cable 
clamp—the NM clamp. Its out- 
standing features bid well to make 
itthe most popular of Non-Metallic 
clamps. Cables may enter the box 
from the side or the bottom of the 
box or from side and bottom simultaneously. And you 
don’t have to change position of the clamp. You cannot 
injure the cable braid—no matter what position it is in. 

Why not be sure you’re in step with the latest wiring 
trends? You'll know you are—if you standardize on 
Raco « All-Steel products. They provide many advan- 
tages for rural and urban modernization work, as well as 
on new jobs. A copy of the Raco « All-Steel products 
catalog is yours without any obligation. Write us today. 


DO-21N-3 Box with 
new NM Clamp 


Distributed nationally by 


ALL-STEEL-EQUIP COMPANY 


INCORPORATED 


209 Griffith Ave., Aurora, Ill. ¢ Factories: South Bend, ind., Aurora, Ul. 


RACO - ALL-STEEL > PRODUCTS 


Switch Boxes + Outlet Boxes + Cutout Boxes +« Cabinets « Cenduit Fittings 


Distributors in All Important Centers 
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A COMPLETE 
LINE OF CONDUIT 


BENDERS 


Here are just two of the complete 
line of Greenlee Benders for any 
size conduit, pipe, or tubing from 
Yq to 44-inch size. Small hand 
benders will handle all tubing up 
to 34-inch, while for rigid and thin- 
wall conduit, pipe, bus-bars, and 
the larger sizes of tubing, powerful 
hydraulic units are available. 
Write for detailed information 
about this complete line of benders 
and attachments. 








The Greenlee No. 770 Bender shown 
above, designed for bending con- 
duit and pipe from 114 to 3-inch 
size, has a maximum hydraulic 
piston pressure of 25 tons. A simi- 
lar bender, the No. 775, has a more 
powerful hydraulic unit with a 
maximum piston pressure of 40 
tons for bending 3 to 41-inch 
conduit. 











This Greenlee No. 770-T Hydraulic 
Bender for bending thin-wall Elec- 
tric Metallic Tubing, consists of 
the No. 770 Power Unit equipped 
with special attachments designed 
to make a full 90° bend quickly 
with one forward movement of 
the ram. These attachments are 
easily and quickly. applied to the 
No. 770 Power Unit. 





GREENLEE TOOL CO. 


1707 Columbia Ave., ROCKFORD, ILL. 





On large alternating-current mo- 
tors or stators the coils consist of 
straps, and these may be had in 
any of the indexes of Table I except 
slot size. 


Open-Slot Coils 


The letter N indicates the ab- 
sence of ground or binder insula- 
tion. However, for many open-slot 
coils for alternating-current stators 
and rotors or direct-current arma- 
tures a binder is used, but no 
ground insulation is applied to the 
slot section of the coils. In other 
words, extra material must be ap- 
plied to the slots of the core as the 
coils are wound in. In Table I the 
indexes for this type of coil are 
ANA, ANO, BNB, BNA, ONA, and 
ONO. For each of these indexes 
no slot-size coil is shown available 
in the table. Therefore on repair 
work when negotiating renewal 
coils for open-slot coils it is nec- 
essary to compare all the letters 
and to watch particularly for the 
letter N for ground insulation. If 
N is used where O, A or B should 
be used it means the purchase of 
additional slot materials and the 
expenditure of extra time in wind- 
ing the motor. 

For alternating-current stators 
and rotors, on direct-current arma- 
tures using open-slot-formed and 
insulated coils, the letter used to 
denote the type of ground insula- 
tion plays an important function. 
A reference to Table IV shows the 
better materials that are included 
in the change from each column. 
One bidder for repair work may use 
class A material and another a class 
B material; thus the ground insula- 
tion letter might show the reason 
for price differences. The index 
AAA as compared to ABA means 
treated cloth as compared to mica 
ground insulation. 

The next article of this series 
will start a new series of three 
phase star and delta connections 
only, for the ten and twelve pole 
lap wound motors. 


Applying the National 
Electrical Code 
(Continued from page 23) 


133 amperes. A No. 2/0 AWG wire 
having a current carrying capacity 
of 150 amperes is the smallest wire 
that may be used. It should be 
noted that beyond the set of fuses 
at the end of the tap the conductors 
may supply any number of circuit 
breakers or fuses. 

When locating over-current de- 
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vices three points must be kept in 
mind: 

(1) They must be readily ey 
cessible except as previously di 
cussed for services, i.e., when locat 
ed at outer end of service raceway, 
or except as provided for in the case 
of busways to be discussed later. 

(2) They must be protected from 
mechanical injury, and 

(3) They must not be located i 
the vicinity of easily ignitable ma- 
terial. 


Lower Overhead and 
Higher Sales 


(Continued from page 21) 


much more often. It is convenient 
for them to meet their clients her: 
and inspect fixtures without con- 
fusion or trouble. We lowered o 
overhead by the move and, at t} 
same time, increased our sales an‘! 
improved our service.” 

The Woods Electric Company 1 
modeled an attractive brick res 
dence, retaining the home-lil 
architecture for the exterior, but 
adding electric signs. This ne\ 
sales room and office contains 5,- 
000 square feet of space. A fui! 
stock of fixtures, tables, lamps ai 
carried. This firm not only dos 
a good business in lighting fi: 
tures and lamps, but sells man) 
tables and odd pieces of furnitur 
as well. This furniture is bough 
primarily for display purposes, bu 
Mr. Woods has found that lamps 
not only sell better when spotted 


When in St. Louis make your 


visit a comfort success! Stay at 
Hotel Lennox. 

Relax in a guest-controlled 
air-conditioned room... enjoy 
fine food and drink in cool 
restaurants. Bath,radio,icewater 
in every room. Convenient park- 
ing atthisdowntown AAA hotel. 

Rates... 50% of all rooms, $3.50, 

or less, single; $5.00 or dese, 

double. Special rates for families. 


COMPLETELY AIR-CONDITIONED 
| HOTEL 
9th & Washington « St. Louis, Mo 
Nearby Parki 


king and Garages 
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on a proper type table, but that 
many women like the combination 
and want the table as well as the 
lamp. 

Although fixtures at most all 
price ranges are carried, and the 
same is true of lamps, more stress 
is placed on the better quality mer- 
chandise. “We don’t go after the 
real cheap business, for we don’t 
carry any of that merchandise, but 
we do carry a stock within the 
range of reasonable demand,” Mr. 
Wood explained. “We concentrate 
yn the contractors and architects 
that build the better type build- 
ings. And we contact prospective 
home owners, too, to show them 
the value of investing a reasonable 
amount in lighting fixtures.” 


Three-Year School 
Lighting Experiment 
(Continued from page 15) 
proved as signs of study and proved 
as signs of eyestrain, in the rooms 
with adequate lighting. Equally 
noticeable was cheerfulness and 
alertness, slackening of mental and 
physical fatigue rates, lessening of 
sleepiness. 

Rooms in which tests were made 
were all located on the north side 
of the school building and had ap- 
proximately equal natural light 





Here’s How 


to install 


Service Entrance Cable 


Faster—More Economically 


use 


KWIKON No. 202 


‘Service Cable Head 


only 20c each 


in lots of 50 or more 


Economy and an easier and faster installation have made 
Kwikon No. 202 a national favorite. Improved by the new 
hanger type back, which makes the assembly and installation 
so much easier, it comes to you at no additional cost. 


To be completely satisfied on your next Service 
Cable Head requirements, use Kwikon No. 202. 


Approved by Underwriters’ Laboratories, Inc. 


KWIKON CO. 


626 W. JACKSON 
ed ior \clom | 88], jel}. 





from the same number of windows 
per room. More care in adjusting 
window shades in the controlled- 
lighting rooms compensated in part 
for the added current load. Rooms 
with traditional lighting had 150- 
watt lamps in prismatic glass re- 
flectors. Automatically-cdntrolled 
rooms were fitted with indirect 
luminaries, three nearest the win- 
dows with 300-watt lamps, three 
nearest the wall with 500-watt 
lamps, six in all. 

These tests were under direction 
of educators, lighting engineers, 
the optometrist, teachers and school 
nurses. The personnel was direct- 
ed by Dr. W. J. Saupe, professor of 
education at University of Missouri, 
and included E. A. Elliott, superin- 
tendent of schools in Joplin. Light- 
ing engineers were Mathew Luck- 
iesh, lighting research director of 
General Electric at Nela Park, Dr. 
F. K. Moss and Alston Rogers, both 
of the Nela Park laboratory, and 
Charles F. Wells, Empire District 
Electric Company, in Joplin. 

Concensus of opinions of educa- 
tors is that the adequate-lighting 
test would prove to have continuing 
benefits if continued throughout 
the school-life of any group of stu- 
dents. However, results attained 


Fits 





makers. 


GIVEN with every CORY Brewer. 


most other glass coffee 
A big seller at 50c. 


All America Wants 


CORY -Brewed 


Coffee and Tea 


Brewers keep hitting new peaks, 


Sales of CORY Coffee 
month by month, because the public has discovered that 
CORY-brewed coffee is dependably smooth and delightful 
. with the true coffee flavor. No bitter metallic taste, 
because no contact with metal, even in the filter. 
CORY-brewed coffee and tea are flavor-protected, too, 
against boiling or too long brewing. Models for every 
home and restaurant use are shown in complete catalog. 


Glad to send it to you FREE. 





COFFEE BREWER 


THE 


(A, REG US PAT OFF. 


Always 
Sold 
Complete! 


RY | 





Always included in the CORY price are complete de luxe 
fittings required for operation, convenience and smart- 
ness. They include: Hinged Decanter Cover; “Safety 
Stand” Funnel Holder; 2-tablespoon Coffee Measure; 
CORY Glass Filter ROD. Most models also have the 
famous “Fast Flo”’’ Filter. Electric units are all 2-heat. 
The special heat-resisting glass is by CORNING—and every 
piece of glass is beautifully decorated with platinum 
striping. 

Complete Catalog shows all the models, special deal- 
assortments, outstanding “dealer helps”, ete. Gladly mailed 
FREE. Write for YOUR copy today. 


GLASS COFFEE BREWER CORP. 
325 No. Wells St., Chicago, III. 
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in this test-schedule completely 
prove that the cost of adequate 
lighting is more than offset by 
gains in learning speed for the 
average student, and again in sav- 
ings in cost of glasses—a gain 
which is more individualized. (No 
optometrist would venture to assess 
the latter savings on the basis of 
such short-time experience, other 
than to say it actually exists, espe- 
cially because the school experiment 
was either helped or hindered by 
lighting standards maintained in 
homes of pupils subject to the test). 


Protective Lighting 
For Industrial Plants 
(Continued from page 17) 


and directed nearly parallel with 
the fence. 

Particular attention has _ been 
given the spur track and its alley 
between the buildings, floodlight- 
ing projectors are recommended to 
throw light the length of the spur 
and brilliantly illuminate its gate 
through the fence. Additional 


medium-spread and concentrating- 
beam floodlights are indicated on 
the building corners near the spur 
entrance—one of the most vulner- 








ELECTRICAL SOUTH for SEPTEMBER, 1940 





able points in the entire plant lay- 
out—for maximum protection. 

The factory street on the right 
hand side of the office building is 
lighted with concentrating-beam 
floodlights which are directed the 
length of the street from each end. 
Additional lighting is provided here 
by porcelain enamel floodlights on 
the roof of the adjacent building. 

General yard lighting, for pro- 
tection as well as to facilitate night 
operations, is provided by medium- 
spread and concentrating flood- 
lights—depending on the size of 
the area and their distance from it. 
Floodlights are located advantage- 
ously on building corners and di- 
rected as required. 





N.E.C.A. Convention 
Plans Complete 
(Continued from page 20) 


outside exposure. 

On their arrival in Havana at 9 
o’clock Saturday morning the party 
will be put up at the Hotel Plaza. 
Saturday and Sunday will be spent 
in sightseeing in the old and new 
Havana and into the picturesque 
countryside surrounding the city, 
with views of fields of sugar cane, 




















You will be too when you see it! Beautiful in 
appearance, easy to operate, new typing aids 
save time and energy. Automatic margin set. 
New concealed. touch selector. New line 
space mechanism. New card holder. Plus the 
time proven floating shift, interchangeable 
platens and other features. Free demonstra- 
tion at 


SMITH & CORONA TYPEWRITERS, INC. 


L. ¢. 
701 E. Washington St., 











Syracuse, N. Y. 











Royal Palm trees, cocoanut groves 
and glimpses of the native life in 
this foreign country. And on Sat- 
urday night there will be adventure 
amid the scenes of Havana’s famous 
night life. 

Returning to Miami on Monday 
morning there will be two days of 
delightful touring through Central 
Florida, with stop at the Bok Tower 
at Lake Wales, an overnight visit 
in Tampa and a trip to the famous 
Silver Springs at Ocala, before ar- 
riving back in Jacksonville on Tues- 
day evening in ample time to board 
the trains for home. 

The total cost of the Post-Con- 
vention Tour for the six days from 
Jacksonville back to Jacksonville, 
will be covered by the all-expense 
rate of $85.00 per person. Every 
detail in the handling of baggage, 
meals at all points, tips of all kinds 
both through Florida, on the steam- 
er and in Havana, will be taken 
care of by the tour conductor. 

Tentative reservations for the 
Post-Convention Tour should be 
sent in to NECA Headquarters as 
soon as possible, so that block book- 
ings can be made for the necessary 
hotel and steamship accommoda- 
tions. 


Football Conference 


Contest for Fall 
(Continued from page 13) 
plus T.C.U.’s 12. 

There are two ways of harness- 
ing this clever combination of each 
man’s own sales points and the 
actual points made by the team he 
represents. One is to have a series 
of small weekly prizes; items cost- 
ing around $1, such as a carton of 
cigarettes, a pair of theatre tickets, 
and such items. Half as many 
prizes should be offered each week 
as there are salesmen: then the 
salesmen are paired for the week 
in individual competition accord- 
ing to the pairings of the football 
teams in the actual conference, the 
winner getting the weekly prizes. 
For instance, if, in the second week 
of the contest, T. C. U. plays S. M. 
U., with Jones representing T. C. 
U. and Smith representing S. M. U., 
Jones’ score (combining his own 
with T. C. U.’s) is matched against 
Smith’s total of his own points and 
those scored by S. M. U. for the 
small weekly prize. 

Here it is apparent why so lib- 
eral a point evaluation is given the 
mens’ quota percentages: in the 
first place, large scores tend to 
make more amusement and merri- 
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To PREPARE — First REPAIR 


Today, more than ever before, we hear of 
national preparedness. This can only be ob- 
tained as a result of industrial preparedness. 

Right now, industrial production schedules can- 
not tolerate any interruption. Elecrical equip- 
ment must not fail. Motor windings must be 


in first class condition to withstand the con- 
tinued operation that will be imposed on all 
motorized equipment. 





Why not have your maintenance department 
start a regular schedule for treating your motor 
windings with DOLPH’S CHINALAK Black 
Baking Varnish? You will save money as a 
result of less “time out” for repairs. You will 
enjoy smooth running production without costly, 
annoying delays. Wrie for the full story of 
CHINALAK today. 


JOHN C. DOLPH CO. 


Insulating Varnish Specialists 
166 Emmett Street, Newark, N. J. 
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modern kitchen market can be their 
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and blade assembly and 32 
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eral exclusive features that e |i ; - : 
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FREE catalog today. 
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Mullins Manufacturing Corporation, Warren, Ohio 
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ment, and in the second, it is de- 
signed to let the men’s own points 
be the larger contributing factor 
to their weekly scores, with the 
scores contributed by the football 
teams being less of a deciding fac- 
tor than their own sales efforts. 

Another way to harness this com- 
bination of scores is to record 
which salesman wins the most 
games. It is even more desirable 
to do it both ways, if the budget 
will stand it, and the weekly prizes 
need not cost more than $5 or $6 
for the average sales staff. 

In addition to the prizes based 
on the scores including the footbah 
teams’ scores, it is necessary, of 
course, to award a set of prizes 
based on the men’s straight con- 
ference standing, that is, their own 
points made by achieving their 
quota, without the injection of the 
outside chance element; there 
should always be awards for merit, 
unaffected by outside elements 
which are injected to add zest to 
the contest. 

The coupling of the men with the 
teams they represent in the weekly 
conference football games will be 
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a real bell-ringer in creating in- 
terest, enthusiasm and good spirit. 
If some of the men represent teams 
not in the conference, or teams not 
matched in conference games, their 
scores can be matched anyway. In 
the promotion of this contest, the 
manager should post a schedule of 
each week’s games on the bulletin 
board by the scoreboard each week, 
with notations as to which salesman 
is “playing” which team this week. 
Another good idea is to connect a 
radio in the store on Saturday aft- 
ernoon and pick up play-by-play 
reports on the various games and 
the final scores of all games avail- 
able; this will keep the interest 
high. 

Considerable attention should be 
given the scoreboard also: it is a 
good idea to lay it out on an extra 
large board, leaving a wide margin. 
Then secure photographs of the 
teams, or members thereof, that 
are represented in the contest, and 
mount them on the border. These 
can be clipped from newspapers, or 
often original photos can be se- 
cured by writing to the publicity 
departments of the various schools 
involved. An additional trick is to 
mount snapshots of the salesmen 
themselves alongside the pictures 
of the teams they represent. 

The house organ, too, can be 
played up strongly in this contest, 
with all the catchy terms of football 
parlance at the manager’s disposal. 
Men not making their quota have 
been “breaking training,” or are 
“off on their blocking,” and so on. 

This contest is an excellent one 
to begin any time from September 
on, and will do a splendid job of 
creating interest and competitive 
spirit among the salesmen. 


Advertise Your 
Store’s Personality 
(Continued from page 9) 


You can use any of them, or all 
of them, depending upon how big 
your business is. If your business 
is small, don’t try to use all of 
these means of advertising—your 
advertising money will be spread 
out so thin it won’t do much good. 

This personality advertising (if 
you were “big business,” you’d call 
it “institutional” advertising) can’t 
be expected to bring scathes of cus- 
tomers into your store after the 
appearance of the first advertise- 
ment or two. But continued over a 


toward insuring that new and old 
customers will continue to come into 
your store. 

And you won’t have to be so wor- 
ried when Super-Super threatens 
to move its line to the fellow in the 
next block. But oddly enough, 
you'll probably find that Super- 
Super and other manufacturers like 
to hang on to their dealers who do 
“personality” advertising. 

But—don’t make statements in 
your advertising, whatever its 
form, that you can’t or won’t back 
up. It won’t take your prospects 
and customers long to learn that 
you don’t keep your word. And 
how your competitors would cap- 
italize on that! 


National Washer 
and Ironer Week 
(Continued from page 12) 


would have been so far reaching in 
its effects, both on our sales and 
our salesmen, I would have been 
shouting for such a promotion long 
before. This drive seemed to give 
our men the extra ‘umph’ that was 
needed to close prospects hanging 
fire and seemed to stimulate them 
to go after new ones with renewed 
punch. Let’s have another one big- 
ger and better every year.” 
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MEET ME IN ST. LOUIS 


I’m Jimmie, the bike-riding chimp, at 
our big Zoo. Famous Muny Opera, 
major league baseball are other St. 
Louis attractions, 

And besure tostop at Hotel Mayfair. 
Relax in a guest-controlled air-cgndi- 
tioned room...enjoy fine food ,and 
drink. Bath, radio, ice water in every 
room. Convenient parking at this 
downtown AAA hotel. 


Rates... 50% of all rooms, $3.50, 
or less, single; $5.00 or less, 
double. Special rates for families, 


COMPLETELY AIR-CONDITIONED 
HOTEL 


“Mayfair 


Eighth & St. Charles + St. Louis. Mo 


Nearby Parking and Garages 








IDEAL | SOLD THROUGH JOBBERS 


Electrical Products Division 
IDEAL COMMUTATOR DRESSER COMPANY 
1017 Park Avenue Sycamore, Illinois 


period of years, and provided that 
your policies back up what you say 
in your advertising, it will go far 
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UNIVERSAL | 
VIBRATING | 
BELL 


This non-adjustable, uni- 

versal, vibrating type bell 

is of double coil construc- 

tion. Recommended for 

such uses as burglar and 

fire alarms, call signals and 

elevators. Base and cover 

are drawn steel and gong 

is nickeled. Operates on either 112 to 3 volt battery 
or bell ringing transformer. Standard finish is black 
enamel, 5’”—$1.60 list; 6’”—$1.80 list; 8’ —$2.80 list. 
See your jobber for your cost. 


SIGNAL ELECTRIC MFG. CO. 
MENOMINEE, MICHIGAN 


Branch Offices: 
W. E. Hopper 





357-59 Marietta St., Atlanta, Ga. 


Geo. E. Anderson 


Santa Fe Bldg., Dallas, Texas 

















YOU CAN PROFITABLY REMEMBER 


It's an easy rule to remember when you come 

to Cleveland. Head right for friendly Hotel 

Carter and you're sure to enjoy your stay in 

this friendly city. 

600 outside rooms. All with bath and circulating ice water. 
3 air-conditioned restaurants. 


EXCELLENT CONVENTION FACILITIES 
Single from $2.75 * Double from $4.00 


HOTEL CARTER 


Prospect near Ninth, Cleveland 


J. BINGHAM MORRIS, Managing Director 
Affiliated with American Hotels Corporation of N. Y. 
J. LESLIE KINCAID, President 





1915 —— 1940 


Twenty-five years of 
Specialization in 
Electric Water Heaters 





Only SEPCO has: 

Hi-Speed, No-Burn-Out Unit 

Hard, scale-forming water and accidental 
‘dry’ operation has no effect on this heat- 
ing unit. Fastest heating due to internal 
circulation. 





Genuine Cork Insulation 

Retains original high efficiency perma- 
nently—uneffected by Moisture will not 
settle; vermin proof. 





Vapor Tension Thermostats; 

Principal used in all High Grade Tempera- 
ture Instruments insures instant and accu- 
rate control. 





Write today for complete details of our 
Silver Anniversary Models. 
14 Distributors 
Serving the South 


Automatic ELectric HEATER COMPANY 


Pottstown, Penna. 


Southern Division Headquarters 


P. O. Box 1707 Birmingham, Ala. 
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The Advertisers’ Index is published as a convenience, and not as a part of the advertising contract. 
Every care will be taken to index correctly. No allowance will be made for errors or failure to insert. 


A 


Adam Electric Co., Frank . 

All-Steel Equip. Co. 

Aluminum Co. of America 
American Coolair Corp. 

American Steel & Wire Co. 
Anaconda Wire & Cable Co. 
Asplundh Tree Expert Co. 
Automatic Electric Heater Co., Inc. 
Automatic Electric Mfg. Co. 
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Columbia Steel Co. 
Crescent Insulated Wire & Cable Co., Inc. 
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Dolph Co., John C. 
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Edison General Electric Appliance Co. 
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Frederick Iron and Steel Co. 
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General Cable Corp. 

General Electric Co., (Lamps) - 

General Electric Co., (Varnished Cloth & 
General Electric Co., (Wiring Materials) 
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Graybar Electric Co. _-. 

Greenlee Too] Company 
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Hazard Insulated Wire Works 
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Hotel Lennox - 

Hotel Mayfair 
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Ideal Commutator Dresser Co. 
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Knox Porcelain Corp. 
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Mullins Mfg. Co. 
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Square D Company 
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United States Steel Co. 
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Walker Bros. ; 

Walker Electrical Co. 

Ward Leonard Electric Co. - 

Westinghouse Elec. & Mfg. Co. (Full Line) 
Westinghouse Elec. & Mfg. Co., (Refrigerators) 
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Wiegand Co., Edwin L. 

Wiremold Company 
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Youngstown Pressed Steel Division 


Youngstown Sheet & Tube Co. Inside Front Cover 














